





Fit the layout with 


at 


al Use FOTOSETTER composition 


When those big type jobs cross your 
desk, it’s good business to get in touch 
with your nearest Fotosetter-equipped 
typographer or lithographer. He can 
give you clean, sharp GIANT TYPE 
tailor-made for your layout. 


You save two extra ways: 
Fotosetter composition can be quickly 
enlarged to jumbo sizes. No hand set- 
ting is necessary. 


Fotosetter enlargements come clear 
and sharp. That means you do not 
have to bother with costly retouching 
... thus save time and money. 


If it isn’t made by Intertype 
it isn’t a Fotosetter 


Profit by using modern, close fitting 
Intertype Fotosetter type in display 
ads, posters and car cards, window 
displays and exhibits, broadsides and 
sales presentations. Your Intertype 
Fotosetter user will be glad to explain 
how Fotosetter’s speed, versatility and 
adaptability can help you. He’sa good 
man to know. 


Intertype 
Corporation 


360 Furman Street, Brocklyn 1, N. Y. 


Chicago, San Francisco, Los Angeles, 


New Orleans, Boston. 
In Canada: 


oer Em ee 


OLE Te en 


Toronto Type Foundry Co., Ltd., Toronto, 


Set in Century Schoolbook and Futuras. FOTOSETTER is a registered trademark, Montreal, Winnipeg, Vancouver, Halifax. 
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Next Month in AR... 


Do’s and Don'ts for Better Press Releases 
Leading business paper editors have joined AR in preparing a helpful 
list of do's and don'ts to enable readers to get better results from their 
publicity efforts. You'll learn the editors’ pet peeves . . . what they want 
in press releases .. . and more important, what they don’t want! 


How to Stage a Press Conference 
Burns W. Lee, a top-flight West Coast publicity man, outlines the procedure 
for staging successful press conferences. He tells some of his experiences 
in this field . . . and presents a helpful checklist of things which should 
be considered when staging a conference for the press. 


Trading Cards—An Always Popular Promotion Medium 
Anyone who remembers his childhood realizes the value of trading cards 
- - - and they’re just as popular today as ever. This article will present 
case histories of some of the firms which are making effective use of this 
medium to promote their products. 


How Advertisers and Agencies Buy Printing 
AR presents another in its series on the buying habits of American admen. 
This article presents the results of a special survey of leading advertisers 
and agencies .. . telling how they specify and buy printing for catalogs, 
direct mail and other sales promotional literature. 


@ How to Direct Interior Plant Photography 
Getting good pictures inside a plant requires plenty of supervision from 
admen—regardless of the talents of the photographer. 

@ How to Gaif Your Mailing List 
Riding herd on unauthorized use of your mailing lists can become an 
important part of a direct mail operation. 

e@ How White is White? 
Charles V. Morris analyzes the differences in white papers . . . and 
explains the importance of selecting the right white paper. 

e Audio-Visuals Don’t Have to be Expensive to be Effective 
A prize-winning sound stripfilm which cost only $750 proves that the 
size of the budget doesn’t necessarily determine the end result. 
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Unruttled 
Production 


Man 


My name’s Monday—first name’s Joe. I was on a 
case. The guy looked suspicious. He was an adver- 
tising agency production man and he had a smile 
from ear to ear. That didn’t look right. I asked him 
“How come you're so happy—just want to get the 
facts sir.” He looked at me. ‘““Why not” he answers, 
“I just turned over my art and mechanicals, including 
re-scales, to International Color Gravure. That cleans 
up all my roto schedules—closing dates are in the bag. 
Why shouldn’t I be happy?” He had me—I decided 
to get out of there. He made the 5:15 for home. 

If you have a roto job Monday or any other day 
of the week you can be just as care-free if you call 
in International Color Gravure. And you'll be home 
in time for dinner. 


nlewnational 


39 West 60th St., New York 23, N.Y. 


Ceawue Ke 


Telephone Circle 5-8750 


PHILADELPHIA—Widener Building 


LOS ANGELES—122 Glendale Boulevard 
Rittenhouse 6-2161 


Phone: MAdison 6-4601 


SUPERTONE, INC. 


408 Lexington Ave., New York 17, N. Y. Telephone Plaza 3-9468 
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THE FINEST MEDIUMS OF THEIR KIND IN THE WORLD! 





i CRAFIONE-YOU WIN! 


~ 
~ 


o ‘The lightning-fast way to use Ben-day! 248 individual patterns! Processed on 


adhesive-backed, thiw gauge, matt-finish acetate for better, cleaner NON-GLARE 
o reproduction. Perfect for quick-shading artwork for newspaper reproduction, direct 
¢ mail pieces, posters, maps, graphs, technical drawings, silk-screen process work. 
Standard (black) . . . and réverse patterns (white). Just strip it on... burnish it 
a down ...and you see striking effects in art... right at the start! FREE Craf-Tone 


e pattern chart available at your Craftint dealer, or write direct. 


o 





C Cis 2 
IYPE) - vou win: 
© ° . 
e Alphabets . . . Numerals .. . Symbols... in all popular styles and type sizes! On 
® » transparent, self-adhering sheets. Just place... burnish down... that’s all! For 
smash headlines, for curving type, for every conceivable use and effect. Eliminates 
expensive typesetting and artwork lettering! Speeds copy preparation... saves 
o. money for artists, designers, draftsmen, map and chart makers, layout and pro- 
duction men! On matt-finish transparent sheets for better, cleaner, NON-GLARE 


reproduction! FREE pattern chart at your Craftint dealer, or write direct. 







aH 
Mh t 
Crattint . : ) 


oS 





THE CRAFTINT MANUFACTURING CO. ps 


wh) 
Wy 
1615 Collamer Ave. ¢ Cleveland 10, Ohio MH) 
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JUST BETWEEN US 


| , 


Advertising Buyers Are People 


While some large corporations have a strict policy against the 
receipt of gifts and gratuities by their buyers in all departments from 
Suppliers, the practice of business giving, especially at Christmas, 


general that a leading article in this issue of AR is devoted to the 
subject. 


is so 


The important thing about sending gifts to customers and prospects, 
it seems to me, is primarily the improvemeni of personal relationships 


between the seller and the buyer. Business is made up of people, and no 


matter how large the corporation, its affairs are carried on by individuals 
who occupy the positions of advertising manager, production manager, art 
director, purchasing agent or what have you. 


No sane sales manager who sends Christmas gifts to customers 
expects to buy their business. But the salesman who sends a present at the 
holiday season to a man with whom he has done business may create a friend- 
lier attitude on the part of that customer, and may be able to improve the 
personal relationship on which most business is based. Where there are 
many sources of supply of almost equal desirability, the personal factor is 
often the one which determines where the order will be placed. 


Corporations don't give to corporations. They are impersonal. But 
people can give to people, and by putting Christmas giv ng on a personal 
basis, the objection to receiving gifts, on the theory that an effort is 
being made to buy the business, is largely removed. 


The gift itself is far less important than the opportunity which 
its presentation affords for a closer and more friendly personal relation- 
Ship between Supplier and customer. After all, people like to do business 
with their friends, and the most successful salesman is the one who in 
very real sense is a friend of his customers. 


a 


G. D. Crain, Jr. 
Publisher 
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KING OF BEERS 


By (Ei'; CESS Tae 


NEON PRODUCTS, Inc. LIMA, OHIO 
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THE EDITOR'S 
NOTEBOOK 


We don’t know just how all of our 
readers feel about surveys. At least 
one reader has voiced his objection 
to them; others have given thumbs- 
up approval. 

For our own part, we feel that 
they are an important part of our 
function as a medium of communi- 
cation in this advertising field. We 
have discovered many areas where 
there just isn’t any authentic infor- 
mation on how the machinery of ad- 
vertising operates. 

Far too often we must depend upon 
the opinions of a limited number of 
people who have gotten around to 
voicing their opinion—even though it 
is a minority opinion and those op- 
posed just haven’t raised their voices. 


> Because of this situation, many ad- 
men are willing to accept the opinion 
of their more vocal neighbor as fact, 
without exploring the matter in de- 
tail. Others are even more willing 
to accept their own opinion as fact— 
particularly if the real facts haven't 
as yet been sought out and presented. 

A few months ago, we mentioned 
in this column that we were round- 
ing up material for an article on 
how to prepare good press releases. 
One reader hurried to inform us that 
we were just wasting our time since 
he had already thoroughly covered 
the subject in published articles— 
which he enclosed. 

His opinions, which he stated as 
facts, were quite at variance with 
many of the things AR readers will 
find next month in our article, “Do’s 
& Don’ts for Better Press Releases.” 
He had good reason to believe, how- 
ever, that his opinions were facts for 
they were based upon personal suc- 
cess in getting his press releases into 
print. 

But what started out as facts be- 
came opinion only when this writer 
tried to apply his personal success 


story to a general field. We would 
have been in the same position if 
we had tried to offer our own opin- 
ions on the subject as those of every 
editor. 


>To get at the facts of the matter, 
we conducted a survey. We asked 
300 business paper editors to give us 
their opinions on the matter of press 
releases. Many of those opinions, we 
found, are quite different from our 
own. But by evaluating all of the 
opinions, comparing one with an- 
other, we hope to establish some con- 
crete facts. 

We were quite surprised at the 
response to our survey. At this writ- 
ing we have had close to a 50% re- 
turn. This we feel is particularly un- 
usual since editors are ordinarily 
rather immune to surveys. Even 
more important, however, is that so 
many of the editors gave lengthy 
comments on the subject of press re- 
leases in addition to answering some 
basic questions. 


> We'll have another important sur- 
vey to report on in next month’s AR 
—“How Admen Buy Printing.” This 
is one of a continuing series of AR 
surveys on the role of admen in the 
selection of various services and 
supplies. We’ve already reported on 
the paper and packaging fields—and 
turned up some facts which have 
proved that many previous opinions 
were erroneous. 

We feel that, by searching out such 
information and putting it on record, 
AR is performing a vital research 
service. We don’t contend that this 
is our major function, but it certainly 
is an important one. 


> Before leaving the subject of sur- 
veys, we'd like to express our thanks 
to the many AR readers who partici- 
pated in our annual survey on 
Christmas gifts for business giving. 
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HOW IS A LIVE 


TV SHOW LIKE 
SILK SCREEN PRINTING? 


Ever notice the live TV shows, the ones 
that aren’t on film, seem to bring the 
star’s personalities into your room with 
a bigger impact! 

There’s something extra lively about the 
dances, and the comedy comes directly 
across so even the chuckles turn into good, 
honest bellylaughs. 


Live TV delivers a tremendous audience 
response because it creates an extra some- 
thing that makes the viewer a part of the 
act... that makes him WANT TO BUY! 


Silk screening scores the same pleasant ad- 
vantage in display advertising. It adds an 
unbelievable impact to product appeals 

. makes the viewer WANT TO BUY! 
Silk Screen inks are different from other 
inks. Their intense purity of color remains 
on the surface of the printed object. It’s 
almost impossible to muddy a Silk Screen 
color, so objects are brighter, copy is 
easier read. 


The warmth and clarity of Silk Screen 
printing imparts a special feeling of 
wholesomeness to products that food proc- 
essors have long realized and used to their 
advantage. 

If you have a product, or service to sell, 
and would like to give it an even greater 
opportunity for customer acceptance .. . 
be sure to consult your local Silk Screen 
printer for advice on how he can help 
you do the job. 


Silk Screened posters and display pieces 
sell more because they do have a fresh ap- 
peal! 

NAZ-DAR has a world-wide reputation for 
producing the finest quality Screen Process 
inks. Request them in your next paper, 
cardboard, metal or plastic display. 

; ™ We will be glad to send you, and 
ot nar your local Screen Printer a copy 
N a/ev of Naz-Dar’s big, fully illustrated 
iv ; catalog. It will help you in order- 


ing and producing quality Screen 
Process Printing. 


“Business Building” 
Ink by NAZ-DAR 


| My name 
Address 
| City State 


| My local Screen Printer’s name 


| 
| Address 


The NAZ-DAR Company 


461 N. Milwaukee Avenue 
Chicago 10, Illinois 
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both 

hand lettering 
and type 

yours with a flick 
of a finger 

with 


FILMOTYPE 


ever: 


... needed hand lettering or type 
immediately or sooner? 


... thought of how nice it would be 
to make more profit while spending 
less time and money? 


... hoped for a "dream" machine 
to fit in perfectly with your art and 
production problems? 


then: 


..we suggest Filmotype. Here’s 
why. Filmotype produces quality 
hand lettering and type ready for 
paste-up — in minutes! You have 
over 700 styles and sizes from 
which to choose... 12 point to dis- 
play 144 point. And anyone can be 
a Filmotype expert with just } hour 
instruction producing repro proofs 
with controlled letterspacing at the 
fantastically small cost of only 5c a 
12-inch line! Yes, and when we say 
a flick of a finger operates the 
Filmotype, we mean just that! 


The complete Filmotype story is 
even more remarkable. Write for 
full details — today! 


FILMOTYPE 


CORPORATION 


60 W. Superior 
Chicago 10, Ill. 


4 W. 40th Street 
New York 18, N. Y. 
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We were a bit worried about returns 
since the survey required a four- 
page questionnaire. But we found 
that our fears were unjustified for 
we received better than a 50% re- 
turn. 


Sr 

Oo 

"28tin. 
ate re 


>“Making the best of a bad situa- 
tion” means a promotional opportu- 
nity for Allen Hollander, New York 
printer. The enterprising head of 
Allen Hollander Co. Inc., producer of 
Able-Labels, decided to join New 
York City’s campaign to conserve 100 
million gallons of water per day. 

Mr. Hollander produced two types 
of gummed-back labels. Both have 
original designs by Leonard Koppell 
(see cut) and are 3x5”. Enough labels 
for display in public and private 
washrooms, kitchens and other places 
where water is consumed, as well as 
on municipal, commercial and pri- 
vate vehicles, public conveyances, 
store fronts and lobbies of commer- 
cial buildings and apartment houses 
were offered to the city administra- 
tion at no cost. 

In addition, Mr. Hollander is mak- 
ing the labels available, at actual 
printing cost, to business firms which 
wish to cooperate in the drive—with 
their own firm imprint. The artwork 
is being offered free to those wishing 
to produce posters or signs. 

This is the second time that the 
firm has joined in a save-water drive. 
In 1951, Hollander produced five mil- 
lion labels to aid in a similar cam- 
paign. 


>The Advertising Specialty Nation- 
al Assn. is getting a very important 
dividend from a special project it 
undertook last year. The association 
established a special fund to provide 
a fellowship at the Columbia Uni- 
versity Graduate School of Business. 

The association has just awarded 
the fellowship for the second succes- 
sive year to Fred G. Ronai of Forest 
Hills, N. Y. The 23-year-old student 
was selected for the ASNA fellow- 
ship last year on the basis of previ- 
ous scholarship, aptitude and inter- 
est in the advertising field. 

The special dividend is in the form 
of a research project. Mr. Ronai is 
undertaking original research into 
factual materials on the use of ad- 
vertising specialties in order to pre- 
pare a textbook that can be used in 


oo eS Vers STS We, PES V7 


advertising and marketing courses in 
colleges and universities. 

There has been a definite lack of 
reference material on this important 
advertising medium. The informa- 
tion Mr. Ronai is compiling should 
do a great deal to provide others 
with a basic background in the field. 


> We're a little worried about a 12- 
year-old lad from Brooklyn named 
Larry Quiteman. Larry was the first 
prize winner in the national Buster 
Brown Golden Anniversary Contest. 

The prize, it seems, was a gold- 
plated bicycle worth $1,500—com- 
plete with a leopard skin seat. The 
whole thing got off to a good start 
on June 17 with a presentation by 
Brooklyn’s borough president, John 
Cashmore. Larry—a great Dodger 
fan, of course—then took his first ride 
through Brooklyn with a_ police 
escort to Ebbetts Field. 

But now we’re curious to know if 
Larry got to keep the police escort. 
No gold-plated bicycle, it would 
seem, would be complete without 





FREEDMAN CUT.OUTS 
24 HUBERT STREET 
NEW YORK 1) 

CAnal 6.2750 


> Score a few points for Bill Freed- 
man, president of Freedman Cut- 
Outs (New York). He saw to it that 
we got two pairs of Eclipso viewers 
—paper spectacles with black ace- 
tate lenses—just in time for the June 
30 eclipse of the sun. 

Said the accompanying letter: 
“With Eclipso specially treated 
lenses, you can study this scientific 
phenomenon at leisure, without eye- 
strain...” 

Mr. Freedman added a logical 
“plug”... “Freedman Cut-Outs con- 
siders it a great privilege to further 
your enjoyment of this eerily beau- 
tiful scene. We would like to have 
these Eclipso glasses serve as a re- 
minder of the ingenuity we apply to 
everyday jobs as well as to special 
events.” 44 


ENGRAVERS LOVE 


. and pull this down to two inches 
high!” 
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like cheese 


goes with 
apple pie... 
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Electros and Typography 
bring out the best in each other at 


Bertsch & Cooper 
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handle both at once—use B&C 
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f. 
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Sod 


one phone call, one invoice, 


Set 
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one responsibility, 
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one-day service! 
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9 oo ae ee PRESS 
- teeter sho eee te tae ea 
GRE ea I RR IONS 


FREE! Production Men, send for 
new copy-fitting aids: TYPE RULER, 


measures every size 5-15 point, and 


TYPOGRaPHy 
THAT SELLS 


MERCHANDISE 
TYPE GUIDE, shows characters per line, a 
all line widths in all faces, all sizes! 


BERTSCH & COOPER, 547 S. Clark Street, Chicago 5S 


38 CREATIVE COMPOSITION AND LAYOUT e MONOTYPE e LINOTYPE e FOUNDRY TYPE 


$304 EXPERT HAND SETTING e ELECTROS e TRU-TONE* PLASTIC PLATES e NEWSPAPER MAT 
Ae 
BAX 


SERVICE e TRU-TONE” ETCH PROOFS e TRANSPARENCIES FOR OFFSET AND GRAVURE 
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Breeze Mobile . . . suspended from 
ceiling, is always gently moving, animated by 
normal air currents .. . focuses attention 
on product, package and premium offer... 


TU ‘rp 
= \ ry XS 


» Squirt Bulletin . . . serves 
the store by providing display 
space for current advertising, 
and is a standing advertisement 
for Squirt... 


‘ 


Ralston Shaker ... is unique, 
effective display ... A flexible wire, 
clamped to shelf edge, holds lithographed 
silhouettes that quiver slightly from 
airflow and floor vibrations .. . Sells 


milk and fruit as well as Chex cereals... Miller Twin Bin. . . makes an island display 
out of two store carts ...stimulates sales of 
appetizers and snacks as well as Miller High Life 


. . . for more details circle 400, page 109 
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In the supermarket and 
shopping center .. . the windows 
serve to display the store instead of the goods. 

Store traffic tests higher than street traffic. 
The shopper inside, subject to suggestion 
and impulse, is a better prospect than the 

looker outside. 

In-store display can be highly resultful... 
but is harder to get, intensely competitive, 
subject to store procedures and traffic flow. 
Store managements rigorously screen 
manufacturers’ displays, insist on effective 
effort... Inside display today is an important 
investment for any maker of consumer goods. 

This new merchandising strategy is no 
mystery to Einson-Freeman. E-F displays are 
basic ideas adapted to self-service techniques, 
afford new opportunities to the display 
advertiser and the store, to sell more goods. 
Some recent instances are shown on these pages. 

For better reception by stores, better values 


in your display, phone, wire or write... 


Einson-Freeman Co., Inc. 


Originators of displays that sell anywhere 
Starr & Borden Avenues, Long Island City, New York 
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Pillsbury Panels. . . are altruistic 
advertisements that do not even carry 
Pillsbury’s name. Superb reproductions 
of colorful food ensembles, they have 
strong appetite appeal, suggest other 
items to housewives, swell the unit sale... 
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Does it seem as though all the work 
in your office jams up at your desk? 
We have the solution — Pontiac's 
seven services enable you to see one 
man where you ordinarily deal 
with seven! The man to see is a Pontiac 
trained representative who can advise 
or help you in all the steps so 
essential to successful production! 
We've had 40 years’ experience in 
relieving pressure in the advertising 
profession. Why not take advantage 
of all that experience and write 
or phone us? We'll be glad to 
call at your convenience. 
ART @ PHOTOENGRAVING 
PHOTOGRAPHY 
ELECTROTYPING 
TYPOGRAPHY 


COLOR PROCESS 
LITHO PLATE SERVICE 


PONTIAC 
Cagraving and Cleclrolype A 
— 


812 W. VAN BUREN STREET 
CHICAGO 7, ILL. e HA 1-1000 


. . « for more details circle 450, page 109 
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READERS WRITE 


Advertising Copyrights 

e We are interested in reprints of the 

series of articles on advertising copy- 

rights. If copies are available at this 

time please forward two sets or in- 

formation of future release. 
MARSHALL DAHLGREN 
Advertising Art Manager, Bar- 
ber-Colman Co., Rockford, III. 


e You have been running a series of 
articles on various aspects of copy- 
right. I am sorry that I have missed 
some of them and would like to have 
the complete series, if available, in 
reprint form. 

Donatp A. CAMPBELL 

Comptroller, Sunset Magazine, 

Menlo Park, Cal. 


e We will be interested in obtaining 
a booklet including the reprints of 
Mr. Burton’s series on “Advertising 
Copyrights.” Is it possible? 

Lewis S. DABNEY 

Advertising Manager, The Em- 

ployers’ Group Insurance Co’s., 

Boston 
These are typical of the letters AR 
has been receiving for reprints of the 
“Advertising Copyrights” series by 
Robert J. Burton. Just as soon as 
the series is completed, all of the 
articles will be compiled in booklet 
form. The availability of these book- 
lets will be announced in a forthcom- 


ing issue of AR... Ed. 


Where Can We Find... ? 
e We are looking for a source for 
very, very cheap wood letters about 
12” high and about 1” in thickness. 
The conventional letter suppliers are 
too high for our purpose. 
Do you know of a good source? 

Hyman J. LEVINSON 

President, Mahoning Stores Inc., 

Indiana, Pa. 


e... We received a letter from our 
customer in Manila who wants us 
to obtain for him two window signs 
which he calls “Action-Lite.” I have 
been unable to get any information 


at all on such a sign through my reg- 
ular suppliers and I’m wondering if 
you would have any information. 
R. H. HAvILAND 
Advertising Manager, The Stet- 
son Shoe Co. Inc., South Wey- 
mouth, Mass. 


e We are interested in finding a con- 
cern that can reproduce long-lasting 
advertising messages on the screen 
part of a screen door. We have tried 
placing regular decals, but without 
success. They fall off after three or 
four days. 

We would appreciate hearing from 
you if you know any organization 
that can help us with our problem. 

Ep M. Notzon 
Waghorne & Notzon Advertising, 
San Antonio 


—| Baa 


e Some time ago we read of a whole- 
sale baker who had packaged his 
product in a wrapper impregnated 
with the aroma of freshly baked 
bread. We are very interested in 
finding the name of the paper com- 
panies who might supply us with in- 
formation about such aroma-im- 
pregnated wrappers. 

Douc tas G. MAHon, JR. 

Douglas G. Mahon Jr. Advertis- 

ing, Augusta, Ga. 


eI have a problem I hope you may 
be able to assist me with, or if you 
cannot directly, would you be able 
to help me get a source for this in- 
formation. 

Back in 1899, there was quite a 
brilliant American artist who came 
through the western states painting 
pictures of American Indians. These 
were collected together, lithographed 
in full color and issued as a portfolio 
by a company known then as The 
Brush & Pencil Publishing Co., Chi- 
cago. 

The name of the portfolio of prints 
was called “Portraits of American 
Indians.” In this portfolio is a cer- 
tain picture of Chief Joseph, con- 
sidered as one of the highest type 
military geniuses of this country. We 
want a print of Chief Joseph. 

A copy of this print is enclosed 
for your perusal (see cut). But we 





cannot work from the picture for we 
want an actual color reproduction 
by Ektachrome so we can use it in 
some special publicity for a western 
hotel. We have some 50,000 four- 
color mats to be made of this figure 
along with three other sets, and it is 
imperative that we get a copy. 

INGVARD EIDE 

The Graphic Arts Co., “Jissoula, 

Mont. 
After considerable search, AR lo- 
cated the painting of Chief Joseph 
hanging in Chicago’s Newberry Li- 
brary ... Ed. 


e... We are currently searching for 
layout and copy ideas for a direct 
mail campaign for a client in the in- 
dustrial! field. As the product to be 
sold is of the type that can not be 
readily merchandised, etc., we must 
depend on “reminder” type material. 
For this reason we have chosen to 
follow a novelty or gadget approach 
on our letters. 

Will you send us whatever ma- 
terial or samples you have at hand 
showing effective application of nov- 
elty items, gadget letters and clever 
cut-outs? We are also searching for 
an item following the above theme 
that might be used by the recipient 
as a utility item. 

Tep R. JEFFERSON 
Vice-president, Jefferson Ad- 
vertising Agency Inc., LaCrosse, 
Wis. 
While AR is glad to be of service on 
any kind of request in advertising, 
promotion, and merchandising, we 
can send only information on where 
to obtain details and samples—not 
the materials and samples them- 


selves... Ed. 


e ...I have an inquiry from a client 
of mine who wants information on 
the following: 

He is president of a “Beagle”? Club 
and desires a pin made up of a 
Beagle Hound Dog (profile)—a com- 


plete dog, about 112” long of metal or 
plastic, plain or colored .. . will 
want from 200 to 300. 
Can you advise who I should get 
in touch with in this regard? 
C. M. Myers 
Myers’ Utility Service Co., Rich- 
field Springs, N. Y. 


AR Readers’ Service 


e ...I feel the service rendered to 
readers through your Readers’ Serv- 
ice cards is an excellent and profit- 
able idea. Through this method our 
company secured Christmas gifts for 
our dealer outlets this past year. You 
may be interested to know that the 
dealers reactions to this gift was 
gratifying and in most cases opinions 
expressed were that it was the most 
clever and unique Christmas gift 
they received. 
Jack F. BREMBECK 
Advertising Manager, Kaye- 
Halbert Distributors Inc., Culver 
City, Cal. 


Assistance to Clubs 


e ... We feel that you are to be 
congratulated for bringing to the 
graphic arts a publication that so 
adequately and helpfully fulfills what 
has been a sore need. 

Your publication is doing an ex- 
cellent job in education, the sharing 
of knowledge, and understanding, as 
well as promoting progress in the 
graphic arts. Since we feel that edu- 
cation, understanding and progress 
are the most important functions of 
our own club, we would like to feel 
free to call on you for assistance in 
our educational programs for our 
own membership as well as those 
with other allied groups. 

ELDON ROHRSEN 
President, Advertising Agency 
Production Men’s Club of Chi- 
cago 
AR is always happy to be of service 
to any organization in our fields of 
coverage. We welcome the oppor- 
tunity to join with these groups in 
promoting our common interests .. . 


Ed. 


VisualCast Projector 


Inadvertently an item about Victor- 
lite Industries Inc. (Los Angeles ) 
VisualCast opaque projectors, which 
was carried on Page 90 of the July 
AR, was omitted from the Readers’ 
Service Card insert at the back of 
the book, making it impossible for in- 
terested readers to obtain the folder 
describing the projector. The folder 
may be obtained by circling number 
365 on the Readers’ Service Card in 
this issue. 
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BOSON 
areteras , 
DAZZLE —reflectorizing 
mirror finished aluminum) 
* creates a sparkle that gets 
maximum attention in ‘2 
all lights. 
ENDURANCE — DuPont 
dulux enamel colors baked 
on non-rusting aluminum 
assure lasting brilliance. & 
ECONOMY — light weight < 
aluminum effects very 4; 
definite savings intrans- 
portation costs. (100 24° 
x 18” signs, packed ready 
for shipment, weigh only & 
30 Ibs. Os 


POSTING—signs can be 
easily attached with an 
ordinary hand stapler or 
small tacks and for inside 
application, Kleen-Stik 
Pressure Sensitive strips 
are available. 

WRITE FOR OUR 

CATALOG ON 

SIGNS, DECALS, 

AND HIGHWAY 

ADVERTISING. 


CONSOLITE 


CL et eet 
Fremont, Ohio 
OOOO S Oe 


. for more details circle 394, page 
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Stickin Around 


with KLEEN-STIK 


LIFE Can Be Beautiful ! 


To a P.O.P. advertiser, there’s 
nothing so beautiful as a display 
that makes his product come to 
life! And it’s easy to turn the trick 
with self-stickin’? KLEEN-STIk. 
This miracle moistureless adhesive, 
cleverly combined with folds and 
die-cuts, produces many super- 
lifelike displays that *“*POP” right 
out—like these: 


Chili’s a “Hot” Item... 
Especially the way H. J. HEINZ 


CO. displays theirs! Famous for 
variety, Heinz wanted a shelf-edge 
display with plenty of “‘spice’’—so 
O. C. ROESEMEIER of their Sales 
Promotion Dept.and A. J. ADAMS 
in Advertising “‘cooked up” this 
lifelike dish. Beautiful production 
job by WM. G. JOHNSTON, ex- 
pert Pittsburgh color printer — 
double scored to “pop out” the 
die-cut illustration for even greater 
appeal. And of course, KLEEN- 
STIK supplies the sticking power, 
with its simple peel-an’-press appli- 
cation that sticks and sticks and 
sticks! 


to 
“Wax” 


Eloquent 


Do it with PRIDE! That’s the 
sales message S. C. JOHNSON & 
SON, INC., gets across by strategic 
use of this novel “‘strong-arm”’ tech- 
nique. The die-cut arm and hand 
holding a bottle of Pride projects 
from the store shelf with startling 
realism, held firmly in place by 
strips of super-stickin’ _KLEEN- 
STIK —and it’s highly visible from 
both sides! JOHN RASMUSSEN 
of Johnson’s handled this neat job 
through WESTERN PRINTING 
& LITHO of Racine, with precision 
die-cutting by WELLS-BADGER 
CORP. 


You can get more LIFE in your 
P.O.P., too, with self-sticking 
KLEEN-STIK. Everything from 
die-cuts to simple—but effective— 
window streamers, back-bar signs, 
and plenty more! Ask your printer 
or litho man to slip you a few 
samples and ideas—or write for our 
free *“‘Idea-of-the-Month”’ service 
right away! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue « Chicago 1, Ill. 
Pioneers in pressure sensitives for Advertising and Labeling 


. . for more details circle 431, page 109 
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How 


I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Box Tyne File Made 
From Manila Folder 


This is the filing system I have de- 
veloped for my large reference file of 
clipped magazine articles. I use ma- 
nila ‘ulders 912x12” with a straight 
cut edge and triple scored °s" and 34” 
at the backbone. 

Then I cut rather stiff cardboard 
on a paper cutting board in 12” by 
4-pica or 2” strips and staple a strip 
of the cut cardboard to the inside of 
the backbone of the folder between 
the 34” score lines, using one staple 
at each end. 

On the outside of the backbone I 
letter a guideline, like ‘“‘Technical Ad 
Writing” or “Slide Film Making.” 
Then the folder is closed with the 
angle at the 34” score lines, leaving 
the cardboard-backed backbone set 
at a right angle to the flap like a book 
cover. I apply a staple at the lower 
outside corner of the flaps, thus mak- 
ing a convenient box type envelope 
file. 

The box type filing folders may be 
placed flat or upright on the shelf as 
desired and make clippings readily 
available and easy to find. 

JoHuN H. D. BLANKE 
Technical Writer, Barrington, III. 


Formal Announcement 
Is Informal in Style 


We wanted to announce the ap- 
pointment of a new sales manager in 
a formal manner and yet with enough 
informality to tell the complete story. 
Also, because the new sales manager, 
although known widely in industrial 
sales is new to the chain industry, we 
felt his photograph should be a part 
of the announcement. 

We combined formality and infor- 
mality by offering a folder with a 
formal announcement on page one 
that read, “We take pleasure in an- 
nouncing the appointment of Albert 
A. Hally as General Sales Manager, 
Campbell Chain Company, York, 


Pennsylvania.” We used a short fold 
with part of the photo showing to in- 
dicate there was more information on 
the inside. On page two there was a 
little background information and 
page three carried a bleed photo- 
graph of Mr. Hally. The announce- 
ment was 414x514” on 10 pt. Krome- 
kote coated on one side. The engrav- 
ing was 133 screen. 

ALLEN PETTIT 

Advertising Manager, Campbell 

Chain Co., York, Pa. 


Thrifty McWhorter Uses 
Wee, Sma’ Letterheads 


A tough problem was posed for 
this Scotch outfit when one of our 
customers discontinued business, 
leaving us with several thousand 
letterheads. How we hated to see all 
that fine bond go to waste! 

Thriftily, we trimmed the letter- 
heads to 714x914” size, printed our 
company name at the top, and ended 
up with a petite size letterhead for 
use with short letters. We use a size 
7% envelope for mailing. 

Now we are finding that many of 
our people who have to write letters 
want to use the “cute” letterheads 
and consequently are sharpening up 
and shortening their correspondence 
to fit on the small sheets. 

And to top it off, we’re getting 
orders for the “petite” size from 
customers who have no _ idea it 
evolved from the waste basket! 

G. S. McWuor Ter 
The McWhorter Press, 
Frankfort, Illinois 





Jiffy Bags Are Handy 
For Mailing Electros 


It has long been a problem in 
smaller advertising offices to have 
corrugated mailing boxes of exactly 
the right size for mailing or sending 
by express original plates and elec- 
trotypes. 

Several years ago we purchased a 
quantity of “Jiffy” bags like super- 
markets use for ice cream. They can 
be purchased in lots as small as 100 
of a size and are available without 
any advertising on the bag. For mail- 
ing plates, we simply insert the plate 
in the “Jiffy” bag, staple the bag at 
the end with an ordinary desk sta- 
pler and put a gummed addressed 
label on the face of the bag. 

We have found this method very 
successful because the soft walls, 
originally intended to refrigerate the 
contents, provide the necessary 
cushioning of the plates against 
damage. 

W.H. Warr 
W. H. Watt Advertising Agency, 
Radnor, Pa. 


Uses Corrugated Board 
To Keep Pencils in Place 


We have found a neat way of using 
flexible corrugated cardboard in our 
art department. 

Roll up a piece of cardboard and 
place it in a jar 34%” high. You'll find 
it makes a wonderful receptacle for 
pen holders, brushes, pencils and 
what-have-you. We also cut the 
cardboard in 7x9” squares and 
thumbtack it to the drawing board. 
The corrugations will hold pencils, 
pens, brushes, etc. and keep them 
from rolling off the board. 

ALEX ALLEN 

Richmond Newspapers Inc., 

Richmond, Va. 
Advertising Requirements Art Di- 
rector Tom Raki uses the rubber di- 
viders from boxes of square pastels 
for the same purpose. The rubber 
dividers have another advantage 
they don’t have to be thumbtacked 


down... . Ed. 
Uses Ordinary Ruler 
For Drawing Circles 


Here’s how I solved the problem of 
drawing a circle, using only a 12” or 
18” ruler. 

I drilled a small hole every 4s” up 
the ruler. Now all I need to do is put 
a pin (or pencil point) in one hole 
for my center and a pencil in the hole 
where I want the circle circumfer- 
ence, and swing the ruler like a com- 
pass. 

It works fine. 

RopMAN W. SHuTT 
Sun Oil Co., Philadelphia 





GPL ADO ce LLL Pot oe: 


a 


3 


Your customers and prospective cus- 
tomers deserve your best approach. 
Why handicap the impression your 
company makes in correspondence 
with a series of unrelated designs on 
your letterheads, envelopes, invoices, 
and other business forms? 

Matched business stationery can 
go a long way toward creating the 
desired impression that your busi- 
ness is well-organized, alert, and 
efficient. 

Important, too, is the paper used. 
You'll find tub-sized, air-dried Gil- 
bert new cotton fibre papers unsur- 
passed for appearance, strength, 
color, and finish. Ask your Supplier. 


Gilbert 


Gilbert Bond 


25% new cotton fibre (HI BERT 
4 4 
Resource Bond PAPER COMPANY 
50% new cotton fibre 


Radiance Bond 
75% new cotton fibre 


Lancaster Bond 
100% new cotton fibre 


. . for more details circle 414, page 109 
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We said 
it in 

January 
of 50... 


Today 
it’s more 


ee ‘inal, 
cate of the origina 
i 


~ full color — 


Leading four-color advertisers 
know from years of experience that a Reillytype 
is the only truly identical duplicate of an original, and costs 
60% to 75% less. With today’s keener competition and sharper 
cost-consciousness, it makes more sense than ever to investigate 
the many ways in which Reilly’s constant pioneering of scientific improvements 
in plate making can help you protect your investments in advertising space. 


° PLASTICTYPES 

° REILLYTYPES 
You can Really Rely on ° TREATED ELECTROS 

° BISTA MATS 


Other Divisions of Electrographic Corporation: American Electrotype, San Francisco; Advance-Independent Electrotype, Indianapolis; Lake Shore Electrotype, 


Chicago; Michigan Electrotype, Detroit; New Haven Electrotype, New Haven; Reilly Plastictype, Los Angeles; The Wrigley Company, Atlorta. 
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One of the most effective methods 

of building demand for food products 
is through recipe promotions. A_..der 
in this form of merchandising has 
long been Sunkist Growers. 


By Phil Seitz 
AR West Coast Correspondent 


Few types of items in print get as 
wide circulation and clipping as rec- 
ipes. Publicity sources are always 
interested in recipes because women 
are constantly seeking better ways 
to prepare meals, as well as new ideas 
that provide welcome variety and 
nutrition to the daily diet. 

The important fact for the food 
manufacturer is that when a woman 
trys a recipe, she must buy the foods 
necessary in its preparation. This 
places a premium on a manufacturer 
insuring his product is not over- 
looked when recipes are being devel- 
oped and publicized through maga- 
zines, newspapers, radio, television, 
in schools, and hospitals. 

Sunkist Growers (Los Angeles) 
has a long established Consumer 
Service Division where “selling” rec- 
ipes is a major activity for a seven- 
woman staff. The division is headed 
by Mrs. Gertrude Austin, who is re- 


sponsible to Russell Z. Eller, adver- 
tising manager. 


>The objectives of the division are, 
says Mr. Eller: 

e@ To advance the acceptance of cit- 
rus aS a commodity, regardless of 
origin. 

e@ To try and add specific values to 
the Sunkist name as far as is ethically 
possible. 

When planning promotion of rec- 
ipes, the decision to promote a spe- 
cific recipe is based on two require- 
ments: 

1. There has to be a need for the 
recipe—it must be one customers 
want. 

2. The specific recipe must meet a 
need of Sunkist to promote a citrus 
product, or to expand acceptance of 
a citrus use. 


>The Consumer Service Division 
keeps a constant flow of material 
going out from its two completely 
equipped kitchens. In the course of 
a year, a total of 300 newspapers will 


prize 
Winnie 


Lemon 


pies 


each get eight “exclusive” stories, 
with pictures, plus timely bulletins, 
fillers, news items, market informa- 
tion, etc. 

Work involved in the preparation 
of exclusive material is kept down 
to reasonable levels by dividing the 
newspaper list into five groups whose 
circulation does not overlap. This 
makes it possible to service exclu- 
sives to the 300 papers with only 40 
stories and pictures each year. 

Exclusive material is also prepared 
for general magazines, news syndi- 
cates and services, radio and tele- 
vision. 


> In addition to news releases, similar 
material is sent to teachers and other 
educational leaders, and home eco- 
nomists, as well as to special groups 
such as women’s clubs, community 
weeklies, and employe publications. 

This is the over-all coverage for 
all Sunkist products: fresh oranges, 
lemons and grapefruit, and frozen 
and canned concentrates, ades and 
juices. 
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Lemon-Ads . These are some of the 
Sunkist ads that stressed the variety of 
uses for lemons, including on barbecued 
ribs, in a pie and the perennial, lemonade. 


The attention and emphasis given 
a specific product or use is governed 
by the current marketing objective at 
each season of the year. 


>Taking lemons as an example, 
here’s how Sunkist promotes a recipe. 

The advertising department de- 
cides it will feature lemon pies call- 
ing for the use of substantial amounts 
of lemons. 

Mrs. Austin then sets her staff to 
working out recipes for a variety of 
good pies. The result of current staff 
work is a full-color 12-page, accordi- 
on-fold booklet, “10 Prize-Winning 
Lemon Pies.” 

The yardstick for recipes is the pie 
must fit all consumer needs with re- 
spect to practicability, cost, time re- 
quired, and equipment used as the 
average consumer uses it. In addi- 
tion, photographic and dramatic val- 
ues are built-in to the extent pos- 


sible. 


> Usually, one of the pies will be se- 
lected to be featured in Sunkist 
lemon ads. As given to the advertis- 
ing agency copywriter, the recipe in- 
cludes complete and detailed in- 
structions for making and handling, 
i.e., how long to cook the filling, what 
the pie should look like when fin- 
ished. Space limitations in the ad may 
not permit use of all this informa- 
tion, but the copywriter has it for 
guidance. 

Pictures are then taken for both 
advertising and publicity use. A rep- 
resentative of the Consumer Service 
Division participates in all picture 
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taking to insure that accessories and 
settings are correct. 

Whenever possible and practical, 
complementary foods and accessories 
are included in pictures, having in 
mind cooperation from companies or 
industries concerned. 


>Lemons offer many opportunities 
for tie-ins with other industries. 
Many examples can be cited. Re- 
leases to food editors suggest the 
buying of an unfinished bakery cake 
which is then covered with a lemon 
icing and a lemon filling between 
layers. 

Tea and lemon are a traditional 
combination. In addition to the cus- 
tomary pictures of lemon with tea, 
special ideas are developed. An ex- 
ample is a recipe calling for a base 
mix of tea, sugar, water, and lemon 
juice, which is frozen in an ice cube 
tray. To make a glass of tea, it is then 
only necessary to put one cube in a 
glass and add water. The cube melts, 
and Mrs. Consumer has a cup of tea 
which can be made as needed, with 
a minimum of fuss and time. 

Both the tea and the sugar indus- 
tries are interested in promoting this 
idea. 


> Every year special material is de- 
veloped for release in Canada where 
“Salad Week” is a big promotion. 

Other industries with which there 
is a continual interchange of ideas in- 
clude dairy, honey, cranberry, as well 
as all fruit companies and groups, 
and such major companies as Kel- 
logg. 

None of these are directly competi- 
tive with citrus. They all have prod- 
ucts which have a logical association 
with citrus in various recipes. Thus, 
when a Sunkist recipe calls for the 
use of one or more such products, it 





is a policy to send advance releases 
of material and pictures to the indus- 
try groups and companies with home 
economics activities. 


> Since the material promotes their 
product, these organizations will 
make additional contacts, represent- 
ing new and bonus outlets for Sun- 
kist. Such cooperation extends even 
to identifiable table accessories and 
the companies concerned. 

This cooperation works both ways. 
As a result of such established rela- 
tionships, Sunkist benefits by inclu- 
sion of its citrus in materials of other 
companies and industry groups. 
Then, Sunkist returns the favor by 
giving it additional publicity. 

Another form of cooperation is 
sought through the policy of using 
kitchen equipment in all recipes. This 
provides the substantial number of 
cooking authorities and home eco- 
nomists employed by utility com- 
panies with reasons to promote the 
recipes. 


> Booklets sent to regular publicity 
and leader channels, are also offered 
in advertising, and to retailers 
through the dealer service division. 
In the case of the previously men- 
tioned “10 Prize-Winning Lemon 
Pies,” this is featured in advertising, 
because while the one pie shown may 
not catch the eye of a consumer, one 
of the other nine may. 

While the same basic material goes 
to all outlets, it is presented in vary- 
ing forms: 


e Material furnished to radio and 
television food programs recognizes 
limitations of time, and emphasis is 
placed on “short” “quick” recipes. 


e@ Material sent to the educational, 
nutritional, home economist, teacher 





group stresses ideas, nutrition, low 
cost, use in providing variety in 
menus. Designed for reference, these 
releases are usually in four-page size, 
printed both sides. 


e@ However, releases to food editors 
are printed on one side only, because 
editors like to clip out items they 
like and plan to use in the future. 


>While each year’s program is 
geared to the specific objective of that 
year, long-term objectives are also 
promoted. A pertinent example is the 
use of lemons for colds. Each No- 
vember, as the cold season ap- 
proaches, releases are sent out point- 
ing to the value of lemons as protec- 
tion against colds. Suggestions are 
made for hot lemonade, and the use 
of lemons with soda and with honey. 


Stress upon lemons as a flavor in- 
tensifier is a continuing effort. From 
time to time, releases cover the use 
of lemons in reducing diets, as a re- 
placement for butter and/or salt in 
and on foods, and on salads in place 
of high-calorie oils. The nutrition 
value of lemons is also promoted. 

The use of lemon in place of salt 
in recipes is tied in with current em- 
phasis upon low-sodium diets for 
many people. 


> Apart from the two-pronged drive 
toward both short and long-term ob- 
jectives, from time to time the Con- 
sumer Service Division also coop- 
erates with the Dealer Service Divi- 
sion to meet special market condi- 
tions. In such instances, the CSD 
develops special material directly 
slanted to the specific market area, 
and news outlets in that area. 


Recipe Factory . . 


Promoting recipes is a never-end- 
ing job. Recipes must be varied, 
keyed to the times and meet a need 
of the public. When they do, food 
editors, home economists and others 
concerned with food are glad to have 
them, Mrs. Austin says. 


Perhaps the best measure of the 
importance attached to this activity 
by Sunkist, is the fact the division 
has grown steadily in size and ac- 
tivity over the years, and the instal- 
lation of two newly equipped kitchens 
has just been completed. 44 


Photographers Directory 
Produced by Association 


To help its members solve the 
problem of finding photographers to 
take stil! and motion pictures of 
equipment “on location,” the Con- 
struction Equipment Advertisers has 
produced a special directory listing 
approximately 325 commercial pho- 
tographers known to be interested in 
taking pictures of industrial subjects 
for advertising and publicity pur- 
poses. 

The CEA directory lists names and 
addresses of photographers with the 
latest available information on type 
of service offered, range of territory 
covered and approximate cost of 
various services. Included are pho- 
tographers in 45 states, with a num- 
ber who are listed as willing to “go 
anywhere” on an assignment basis. 

Copies of the directory are avail- 
able to non-members at $5. They can 
be obtained from R. J. Funke, CEA 
treasurer, LaCrosse Trailer Corp., 
LaCrosse, Wis. 44 


. This new workroom where Sunkist’s home economists turn out new 


lemon concoctions was installed this year. It has two complete sets of kitchen equipment. 
At far right is Mrs. Gertrude Austin, head of the division. 





oH Reprints 


The following reprints of feature 
articles which have appeared in 
Advertising Requirements are 
now available: 


101 ...Time and Cost Guide for Producing 

TV Films 

by Lee Randon 

February, 1953 25c 

. The Public’s Preferences in Calendars 

February, 1953 25c 

.Do’s & Don’ts for Television Com- 

mercials 

by Harry Wayne McMahan 

March, 1953 25c 

. 55 Ulcer Reducers for Exhibitors 

April, 1953 25c¢ 

. Do’s & Dont’s for Better Engravings 

June, 1953 25c 

- How to Design Packages for Self- 

Service 

by Frank Gianninoto 

May, 1953 25¢ 

. How to Build a Press Kit 

by Phil Richman 

June, 1953 25c 

. Trading Stamps Build Repeat Busi- 

ness for Denver Merchants 

by Frank Lynn 

September, 1953 25¢ 

. How to Prepare Packages for Rack 

Merchandising 

by Arthur Weiss 

October, 1953 25c¢ 

. How to Prepare Jingles for Radio 

Spots 

October, 1953 25c 

. Money Saving Techniques for Busi- 

ness Films 

by du Maresq Clavell 

November, 1953 25c 

. Ford Establishes a New Method for 

Handling its Direct Mail Advertising 

November, 1953 25c¢ 

-Repetition Plus Quality Materials 

Add Up to an Outstanding Cam- 

paign 

by Herbert Baker 

February, 1954 25c¢ 

.A “New Medium” Gets Its First 

Major Test 

February, 1954 25c¢ 

. How to Get Your Share of Free 

Television 

by Richard Marvin 

February, 1954 25c 

. Ford Uses Unusual Teasers in South- 

ern California 

by Phil Seitz 

March, 1954 25¢ 

. Carnival Theme Builds Exhibit Ex- 

citement for Hudson Pulp & Paper 

by S. W. Franklin 

March, 1954 25c 

. The Great Premium Boom 

by Gorden C. Bowen 

May, 1954 25c 

.A New Approach to Display Pur- 

chasing 

by John E. Donegan 

February, 1954 25c 
136... The El Producto Story 

June, 1954 25c¢ 

Reprints of editorial features are offered 

here as a special service to AR readers 
Please send number and name of article 
with exact amount in coins, stamps, or 
check to: Reprint Editor, Advertising Re- 


quirements, 200 East Illinois St., Chicago 
11, UM. 


Special prices available upon request for 
quantity orders. 


Sorry, we can’t handle credit orders under 
$1. We'll be happy to bill you for larger 
sums. 
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Die-Cut Displays . 


. . These die-cut display pieces featured full-color illustrations of 


fanciful sundaes. The pieces, part of a unique kit, were versatile and could be used 


in many ways. 


The operators of Dari-Delite soft 
ice cream franchises cooperated 
in a joint advertising effort for 
big results at low cost. 


ow to Make One Promotional Dollar 


Vo the Work of Ten 


By R. V. Boom 


President 
Sperry-Boom Inc. 
Davenport, lowa 


How to make one promotional dol- 
lar do the work of ten? 

That was the challenge faced by 
the officers and directors of the Na- 
tional Dari-Delite Trade Assn. and 
its advertising agency, Sperry-Boom 
Inc., in planning the 1954 promo- 
tional program for a group of several 
hundred soft ice cream stores oper- 
ating coast to coast, in Puerto Rico 
and Alaska. It has been solved 
through the magic of cooperative ef- 
fort, careful long range merchandis- 
ing planning and printing production 
economies. 

Planning began nearly a year ago 
with the concept of a basic objective, 
“More Customers at the Serving 
Window and Bigger Sales Per Cus- 
tomer.” 


> Although one of the largest, most 
progressive and fastest growing of 
the soft ice cream chains operating 
on a nationwide basis, Dari-Delite 
faced a problem that is common to 
all stores that rely on drive-in trade 
in search of refreshment. That prob- 
lem is (1) customer traffic and (2) 
larger units of sale. 

Because the stores depend on tran- 
sient to almost as great an extent as 
upon neighborhood trade, it was es- 
sential that every possible effort be 
made to attract more traffic to the 
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stores’ serving windows. Fortunately, 
most Dari-Delite store locations are 
determined on the basis of a scientific 
traffic analysis, gauged for both auto- 
mobile and pedestrian travel, so it 
was natural that the methods used 
for attracting such traffic be used to 
the utmost. 

Secondly, because so much of the 
soft ice cream store trade had been 
built on the 5, 10 and 15¢ cone busi- 
ness, it was logical that strenuous 
effort be made to convert this trade 
into higher priced sundae, malt and 
shake business as well as to increase 
the take-home or packaged goods 
business. 


> Before either plans or materials 
could be projected, an adequate fi- 
nancing plan was essential. Here is 
where the magic of cooperative effort 
showed greatest evidence of divi- 
dends. By means of a few cents 
check-off on each gallon of mix used 
by individual stores, it was found 
the pooling of funds would result in 
each store receiving more than ten 
times as much material in the way 
of posters, advertising mats, radio 
scripts, full color streamers and other 
promotional material, than would be 
possible if each of them purchased 
their needs separately. 

A projection of the season’s sales, 
based on the previous year’s results 
and a consecutive estimate of gains 
to be obtained through concerted 
promotional effort, gave the associa- 


tion its budget for 1954. As the result 
of gains through a moderate program 
of cooperative promotion during 
1953, almost all the stores in the 
chain agreed to help underwrite the 
1954 program. Store operators who 
had taken part in the 1953 program 
became enthusiastic salesmen for the 
1954 campaign. The association’s 
house organ, “Dari-Delite Trade 
News,” helped develop interest in 
the 1954 plan. 

The season’s program was organ- 
ized into five promotional kits, the 
first one being released late in Feb- 
ruary to previde material for stores 
in southern states which opened for 
the season in February or March. 
This was followed by a “grand open- 


TAKE HOME 
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ing” kit released late in April, plus 
June, July and August kits. 


> A “grand national opening” in May 

gave the Dari-Delite stores some- 
thing to hang their promotional hats 
on at the very outset of warm sum- 
mer weather. Timing this event for 
May resulted in far more volume 
than a similar promotion would have 
produced in February, March or 
April, although most of the stores 
were open for business during those 
months. 

The “national” angle of the grand 
opening was used to give the event 
more stature in each Dari-Delite 
community and to exert more na- 
tionwide impact. 

Every kit carries material designed 
to (1) bring more customers to the 
serving window of the individual 
store and (2) produce bigger sales 
per customer while at the window. 

Colorful strings of pennants, simi- 
lar to those used by filling stations 
and other lines of business which 
depend on automobile traffic; color- 
ful banners readable from the street 
announcing the national grand open- 
ing with prizes, gifts and specials, 
were also included in the May pro- 
motional package. Newspaper mats, 
radio scripts and oversized window 
posters done on clear acetate are all 
designed to give the grand opening 
a united front and greater impact 
than scattered, separate opening pro- 
motions. 


> With the idea of “something going 
on all the time,” the national grand 
opening was quickly followed by a 


national “Penrod Penguin Safety 
Coloring Contest” for children in the 
5 to 12-year age brackets. Based on a 
“Play It Safe” theme, the coloring 
contest appealed to and was pro- 
moted through schools, parent- 
teacher organizations, safety coun- 
cils and law enforcement officers. 
The contest ran four weeks. Each 
week a local contest was conducted 
in each store with prizes for the 


winners. Children were asked to 
color pictures dramatizing the Dari- 
Delite trade character, Penrod Pen- 
guin, in various phases of safety 
practice. Subjects for the four con- 
tests were: “Play It Safe at Home,” 
“Play It Safe Crossing Streets,” 
“Play It Safe Riding Bikes” and 
“Play It Safe at Games.” All weekly 
winners of the local contests will be 
entered in a national competition 
with some $1,500 worth of prizes for 
the winners. 

First prize was a pony, saddle and 
bridle or a $500 U. S. savings bond; 
second, 21” television set; third, an 
8mm motion picture camera and pro- 
jector; fourth and fifth, nationally 
known bicycles for a boy and a girl; 
6th to 15th, portable radios. In addi- 
tion, there will be 20 honorable 
mentions with $5 U. S.. savings 
stamps as awards. 


> In addition to the national grand 
opening and the coloring contest, 
other steps to stimulate traffic in- 
cluded: 

A series of four 30x40” clear plas- 
tic signs, screen processed, to drama- 
tize unusual items. These posters, 
simulating the old-time signs gro- 
cers used to paint on their windows 
with chalk and water, present such 
provocative sounding treats as “Pink 
Elephant Sundaes,” a huge concoc- 
tion of Dari-Delite ice cream, cherry 
topping and nuts served in a pint 
container; a “Humpty-Dumpty De- 
lite,” three huge portions of Dari- 
Delite topped by three different fla- 
vorings, nuts, maraschino cherries 
and whipped cream; a “Frosty De- 
lite Sundae,” a bulbous snow man 
made of Dari-Delite and embellished 
with nuts for eyes and pretzel sticks 
for arms; a “King Cole Delite,” de- 
picting King Cole’s three fiddlers, 
three generous portions of Dari-De- 
lite complete with wooden spoon 
fiddles, saucy hats and an assortment 
of flavorings. 

Strangely enough, these odd- 
sounding treats exert a tremendous 


appeal to grownups as well as chil- 
dren. Tests in stores last year showed 
these out-size dishes easily bring a 
price of 45 to 50¢ each and sell in 
quantity in competition with the 
usual 25, 30 and 35¢ sundaes. A Dari- 
Delite store in Parsons, Kan., last 
year enjoyed tremendous success 
with a sundae called “Big Stinker” 
and dramatized on the windows of 
the store by a hand-drawn, king- 
size picture of a skunk, no less. 


> Also inspired by the American 
public’s weakness for the unusual 
and dramatic in food, the Dari-De- 
lite group in June introduced a 12- 
page booklet, “Dari-Delite Goody 
Guide,” which illustrated and told 
how to make at home more than a 
score of interesting and exciting 
treats with the Dari-Delite product. 
Animals, firecrackers, carrousels, 
freezes, floats, shakes and novelty 
sundaes give the home hostess an op- 
portunity to present a special Dari- 
Delite dish for almost any occasion 
from graduation to Halloween. 

As a merchandising gimmick, the 
Goody Guide was offered free with 
take-home purchases of Dari-Delite. 

Other promotions to stimulate the 
take-home trade and thus increase 
the average unit of sale include 
“Cones at Home,” in which a half- 
gallon of Dari-Delite, 12 cones and 
a dipper are offered at a combination 
price. Half-gallon sales build gallon- 
age, of course, and mean extra prof- 
its. In addition, it has been found 
that the family with a generous sup- 
ply of Dari-Delite in the home will 
consume far more of the product 
during the season than the family 
which buys and eats it at the store. 

Combination sales of the Dari- 
Delite product and an assortment of 
sundae toppings also will be pro- 
Window Posters . These full-color win- 
dow posters also were a part of the kit. 
They can be used by dealers in a variety 
of ways. Space is left on them for the 
dealers to insert prices or other copy. 
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The Author . 


R. V. Boom 


moted as the season progresses. The 
association is very cognizant of the 
fact that its packages, carrying the 
brand name, serve as a constant 
means of advertising in the custom- 
ers’ home, helping to build brand 
loyalty. 


> Roadside signs, 4x6’ and screen 
processed in seven colors are a fur- 
ther part of the program to stop au- 
tomobile traffic at Dari-Delite stores. 
Radio scripts and newspaper mats 
promoting specials of the week, 1¢ 
sales and daily specials are expected 
to help build neighborhood and com- 
munity traffic to the stores display- 
ing the Dari-Delite banner. 

Once a Dari-Delite customer has 
been attracted to the serving win- 
dow, the Dari-Delite promotional 
program swings into action to get 
him to make more than one purchase 
and larger purchases. Here is where 
the association’s program cuts loose 
with point of purchase promotional 
ammunition. 

The association felt that only full- 
color illustration of Dari-Delite sun- 
daes, shakes, malts, banana splits, 
cones and novelty dishes could carry 
the appetite-appeal impact necessary 
to step-up sales at the serving win- 
dow. Nevertheless, the group was 
faced with the difficult problem of 
spreading its budget to cover the 
high cost of full-color transpar- 
encies, color separation negatives, 
plates and printing. 


>Careful planning to provide for 
gang running of the four-color proc- 
ess work was essential to meet bud- 
get limitations and more than a doz- 
en revisions in the schedule were 
made before this problem was solved. 

Competitive bids were asked and 
only after stipulation that the color 
separation negatives of the four-color 
illustrations should remain the prop- 
erty of the association were contracts 
for printing let. Consequently, the 
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association now owns a valuable col- 
lection of color separation negatives, 
putting it in a position to place future 
printing work on a competitive basis. 

Although strawberry, chocolate 
and hot fudge remain top sellers in 
the stores, a study of sales showed 
that as the season progresses through 
the summer months customers tire of 
these standard items and look for 
new taste inspiration. Dari-Delite 
stores are ready for them with die- 
cut and streamer posters with fout- 
color illustrations of Hawaiian De- 
lite, a tasty combination of pineapple 
and coconut; banana splits, banana 
royales, raspberry, peach, cherry, 
wild mountain blackberry, English 
toffy, black walnut and butterscotch 
sundaes, plus scores of floats, freezes, 
dips and novelty dishes. 


> Even the lowly cone is glamorized 
and dramatized to give it additional 
appeal. Back wall streamers and 
window posters tell Dari-Delite cus- 
tomers they can buy a plain cone at 
from 5¢ to 50¢. Then there are cones 
dipped in flavoring; cones rolled in 
nuts; cones rolled in candy granules. 
A giant-sized cone, piled high with 
Dari-Delite, is called a “Trucker” 
and customers are invited to “haul it 
away.” They do. 

The kits are sent to individual 
Dari-Delight stores in complete form. 
We firmly believe the average busi- 
ness man is far more apt to use pro- 
motional material if he has it at 
hand, rather than having it - ailable 
“to order.” Thus posters, ma_s, radio 
scripts, contest materials and book- 
lets are sent in one package. 

Some waste accrues because a few 
store owners fail to use all materials 
provided, but the added promotional 
activity as the result of ammunition 
on hand is more than commensurate 
with the occasional instance of waste. 

State representatives of the home 
office deliver the kits to the stores 
under their jurisdiction and thor- 
oughly explain the use and benefits 
of each piece. This coaching is in ad- 
dition to a printed instruction sheet 
that accompanies each promotional 


kit. 


>In order to keep store owners and 
their employes on the ball in sug- 
gesting second items and selling 
larger sizes, the season’s initial ad- 
vertising kit contained two signs, “Be 
wise, sell large size.” These small 
signs are placed inside the serving 
windows as a constant reminder to 
the person on duty. 

One of the steps in stretching the 
budget was the preparation of “Spe- 
cial of the Week,” “Today’s Special” 
and “l¢ Sale” material. Captions 
covering the three subjects were 
printed on small Day-Glo banners; 


smaller,* that is, than the regular 
streamers, By using these tack-ons, 
any one of the regular four-color 
streamers provided in the advertis- 
ing kits could be converted into a 
special promotion, giving each oper- 
ator the opportunity to create his 
own off-price merchandising promo- 
tion. 


>Store operators generally have 
been “delite-ed” with the way their 
modest investment in advertising has 
paid off in quantity and quality of 
materials supplied. 

One store operator figured that, if 
he had had to purchase his poster 
material from the local sign shop, 
settling for amateurish work and 
without color illustrations, the 
equivalent in quantity of materials 
furnished him through the associa- 
tion would have cost him more than 
ten times the amount paid for his 
share of the association’s program. 
In addition, he received newspaper 
mats, radio scripts, all the materials 
for his Penrod Penguin coloring con- 
test and a generous supply of the 
four-color booklet, “Goody Guide.” 

Actually, each store pays for only 
a part of the cost of the materials he 
receives, a large portion of the cost 
being paid by Ross Systems, the 
Dari-Delite parent company. Indi- 
vidual store contributions vary from 
$50 to $100 for the season, depending 
on their total volume. 

The future looks bright for the 
Dari-Delite cooperative program. As 
more Dari-Delite stores are added 
under the company’s store expansion 
program—also being sparked by the 
Sperry-Boom agency—more money 
will become available through the 
check-off plan for the advertising 
programs of coming years, probably 
providing funds for film television 
spots, lithographed billboard posters 
and perhaps a schedule of space in 
national magazines. More than a 
hundred new stores are expected to 
be added to the chain this year. 44 
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Day-Glo Banners . . . These fluorescent 
banners helped stretch the budget. By 
adding them to his other display mate- 
rials, the dealer was able to have a fresh 
display and play up a different Dari-Delite 
product. The banners were in different 
colors—the arrow in orange, the ‘’1¢ Sale’’ 
in fuschia, the ‘’Special’’ in green. 
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ADVERTISING COPYRIGHTS 


. . « AR presents the seventh in its series of articles 
explaining the application of copyrights to 
advertising. This month —a discussion of what 
constitutes plagiarism and copyright infringement. 


®By Robert J. Burton 


It is difficult to imagine any single 
aspect of copyright which is more 
intriguing to the lay mind than the 
question of plagiarism. Many laymen 
think of the statutory copyright as 
some sort of magical formula en- 
dowed with all of the blessings of 
government sanction, whereby the 
intellectual creation or artistic con- 
cept of the author is preserved in- 
violate against the entire world. 

Actually, any such notion is very 
far from the truth. As I have previ- 
ously indicated in this series, copy- 
right protection can never extend to 
more than the form of any partic- 
ular creation. Ideas, plots, the basic 
structural form of all objects which 
might be portrayed graphically, are 
not themselves subject to any copy- 


right protection. It is rather the use 
of words, musical notes, or strokes 
of the brush as developed by partic- 
ular authors which may form the 
proper subject matter for copyright 
protection. 

In considering the problem of 
plagiarism, therefore, it is important 
that we bear in mind that a plagiarist 
is a person who seeks to appropriate 
the form or manner in which an 
author has set forth his ideas, and 
not the ideas themselves. The essen- 
tial ingredients of plagiarism have 
been reasonably well-defined by the 
courts, and a brief review of the 
basic rules applicable to this ques- 
tion should prove useful. 


> First, and most important, “copy- 
ing” is essential to constitute copy- 
right infringement. As far back as 
1869, the U. S. courts have held, in 


Lawrence v. Dana (Fed. 8136), that 
the recomposition of a book, even 
though identical, without copying, 
would not be an infringement, and 
that copying per se is essential to 
constitute an infringement. 

In West Publishing v. Thompson 
Co. (169 Fed. 833, 1909), the court 
said: “Copying consists of the exact 
or substantial reproduction of an 
original, using such original as a 
model, as distinguished from an 
independent production of the same 
thing. . . . Two copies of a common 
origin are not copies of each other, 
though identical. .. . Hence a book, 
written from the original source .. . 
is not a copy of another book written 
from the same source, even though 
such book is used to point the way 
to such original source, such use 
being the only use made of such 
other book.” 
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In Fisher, Inc. v. Dillingham, et al 
(298 Fed. 145, 1924), the U. S. dis- 
trict court for the Southern District 
of New York said: “The law imposes 
no prohibition upon those who, with- 
out -opying, independently arrive at 
the precise combination of words or 
notes which have been copyrighted.” 


> The second requirement to sustain 
a charge of plagiarism directly in- 
volves the difficult matter of orig- 
inality. The courts have held that 
a plaintiff in an action for plagiarism 
must not only prove that matter was 
copied from the copyrighted work, 
but it must further establish that 
the matter was original. 

The job of a plaintiff, however, 
in proving originality is materially 
aided by Sec. 209 of the Copyright 
Law of the U. S. This section pro- 
vides that the copyright certificate 
issued by the Register of Copyrights 
shall be admitted in any court as 
prima facie evidence of the facts 
stated therein. A long line of cases 
has interpreted this section to mean 
that the introduction into evidence 
of the copyright certificate raises a 
presumption of authorship, propri- 
etorship and originality. 

Although it is in no sense the 
purpose of these articles to deal with 
any of the complex questions which 
confront the trial lawyer in an action 
for plagiarism, it should be pointed 
out that the presumption of orig- 
inality which is created by Sec. 209 
of the Copyright Act is subject to 
rebuttal by the defendant charged 
with being a plagiarist. 


> As a practical matter, most actions 
for plagiarism which actually come 
to trial on the merits have quickly 
resulted in the introduction into evi- 
dence by the defendant of facts 
which he hopes will prove that the 
plaintiff's picture, song, book, play, 
or whatever else may be involved, 
is not original. 

This proof takes the form of show- 
ing that the plaintiff's work is merely 
a reproduction of work already in 
the public domain, and thus is merely 
a borrowing from “prior art.” Usu- 
ally, after the introduction of such 
evidence by defendant, the burden 
of proof will shift back to the plain- 
tiff and the plaintiff will then have 
to show affirmatively precisely what 
artistic contributions the plaintiff has 
made to justify his claim that his 
work was sufficiently original to 
sustain copyright. 

In other words, the statutory pre- 
sumption of originality rarely lasts 
beyond any reasonable presentation 
of facts by a defendant for the pur- 
pose of showing that the plaintiff has 
not actually created any subject mat- 
ter justifying copyright protection. 
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Thus, persons who seek to enforce 
a copyright against a plagiarizer 
should be prepared to demonstrate 
affirmatively that their copyrighted 
work has sufficient creative orig- 
inality to justify protection. 


>The third major consideration in 
connection with plagiarism involves 
the burden which rests upon the 
plaintiff to show that an alleged 
plagiarist has had access to the 
plaintiff's copyrighted work. The 
reason why the ingredient of access 
is so important is because of the 
doctrine heretofore referred to— 
namely, that two works if inde- 
pendently created, may be identical 
without involving any copyright in- 
fringement. Thus, a plaintiff should 
establish that the defendant has ac- 
tually copied from the plaintiff's 
work or else he will fail to make 
a case. 

The problem of access, however, 
has given the courts a great deal 
of trouble. A number of rather re- 
cent cases have indicated that the 
courts assume that access has oc- 
curred when the similarities are so 
striking as to preclude coincidence 
(Hyman v. Universal Pictures Inc., 
154 Fed. 2nd, 480; Wilkie v. Santley, 
91 Fed. 2nd, 978). 

By the same token, the courts have 
held that clear proof of access alone 
will not constitute proof of copying 
(Arnstein v. Porter, 154 Fed. 2nd, 
464). As a practical matter, and cer- 
tainly for the purposes of lay read- 
ers, it may be assumed that if a 
plaintiff's work has had general pub- 
lic circulation, such general circula- 
tion will usually suffice to establish 
access provided that the court is con- 
vinced that there is strong similarity 
between plaintiff's work and the 
alleged infringing work. 

In short, access is essentially a 
question of fact which is usually de- 
termined in connection with the un- 
derlying question of whether the 
defendant’s work is, in fact, a copy 
of the plaintiff's work. 


> We come now to the all-important 
question as to what standards are 
used by the courts in determining 
whether plagiarism has occurred. In 
order to understand thoroughly the 
difficulty which has confronted the 
courts in connection with this prob- 
lem, we should remember the ob- 
vious truth that trial judges and trial 
juries are rarely musical, literary, 
dramatic or artistic experts or critics. 
In nearly all cases, the judge or jury 
who must decide the facts with re- 
spect to plagiarism are laymen who 
are endowed with no more and no 
less than the lay eye or the lay ear. 

For many years a large number 
of lawyers in the copyright field 


believed that no action for plagiarism 
could be successfully prosecuted or 
successfully defended without utiliz- 
ing so-called expert witnesses. In 
the case of musical compositions, for 
example, it has long been customary 
for both sides of a dispute to spend 
long hours in the courtroom dissect- 
ing the notes and bars in the com- 
positions before the court, in an 
endeavor to prove differences or 
similarities as the case may be. 
Similarly, in other fields such as 
literature and graphic arts, it has 
been customary to utilize experts 
who, after being qualified as such, 
are permitted to give their opinion 
as to whether copying had occurred 
and then to justify such opinion upon 
the basis of their technical back- 
ground and training. By and large, 
the system of proof by experts has 
been a failure, and, in my opinion, 
has played a very small role in the 
ultimate determination of copying, 
whether by a court or by a jury. 


>As a result of this historical de- 
velopment, it is now pretty generally 
agreed that the so-called “ordinary 
observer rule” is the most reliable 
one to follow in determining whether 
plagiarism has occurred. The “ordi- 
nary observer rule” is precisely what 
these words imply. The plaintiff's 
work and the alleged infringing work 
are both presented to the trier of the 
facts and, after such collateral mat- 
ters as access, etc. have been estab- 
lished, the trier of the facts is asked 
to make the basic decision as to 
whether, to his lay eye or lay ear, 
the two works are similar, and, 
further, whether the defendant's 
work has been copied from the 
plaintiff's. 

In the leading case of Dymow v. 
Bolton (11 Fed. 2nd, 690) the court 
stated the rule very directly when it 
said: . . The copyright, like all 
statutes, is made for plain people, 
and that copying which is infringe- 
ment must be something ‘which ordi- 
nary observation would cause to be 


recognized as having been taken 
from’.” 


“One of those tall, cool ‘sirloin steaks’ 
for client entertainment.” 














In Twentieth Century-Fox Film 
Corp. v. Stonesifer (140 Fed. 2nd, 
579) the U. S. court of appeals for 
the seventh circuit said: “The two 
works involved in this appeal should 
be considered and listed, not hyper- 
critically or with meticulous scrutiny 
but by the observations and impres- 
sions of the average, reasonable 
reader and spectator.” 


>There are, however, a number of 
substantive rules of law which are 
applicable to the question of plagi- 
arism which must be satisfied before 
a court will permit a determination 
as to whether, to the eye or ear of 
the ordinary observer, illegal plagi- 
arism has occurred. In other words, 
not all similarity nor all copying con- 
stitutes illegal plagiarism. 

In a recent case in California 
(Silvers v. Russell et al, 98 USPQ 
376) Judge Leon Yankwich, one of 
the nation’s outstanding jurists in 
the field of copyright, had before him 
the question as to whether the fanci- 
ful representation of a girl dancing 
on top of a phonograph record had 
enough originality to be copyright- 
able. 

Plaintiff manufactured a_ record 
which contained a label, and on the 
face of this label there was portrayed 
the figure of a girl dressed in a ballet 
costume, dancing at the center of a 
phonograph record. The defendant, 
also a manufacturer of records, used 
on its label a girl dressed in a ballet 
costume dancing on a phonograph 
record. The figures of the girls were 
slightly different (i.e., the positions 
of their feet were not identical and 
there were some minor differences in 
the portrayal of their 
ballet costumes). 

Although Judge Yankwich’s 
learned opinion deals with some mat- 
ters not germane to this series, it is 
significant to note that he expressly 
held that the facts examined in the 
light of the law of copyright show 
the chief element necessary to con- 
stitute infringement, i.e., substantial 
copying. 

The court then held as a matter 
of law that the figure of the girl on 
the second record constituted sub- 
stantial copying. Thus, to constitute 
infringement, a copyrighted work 
need not be copied literally. Plagi- 
arism may occur if the ordinary 
observer would recognize the de- 
fendant’s work as having been ap- 
propriated from or patterned after 
the plaintiff's work. 


respective 


>Of course, where identity exists 
between the alleged infringement 
and the copyrighted work, then a 
virtual presumption is raised that 
one was copied from the other. Nor- 
mally in the case of absolute identity, 


the defendant would have the full 
burden of showing that his work 
resulted from independent creation. 
However, any proof of independent 
creation of an identical work would, 
in my judgment, still not be con- 
clusive unless the defendant could 
also establish that access on his part 
to the plaintiff's work had been sub- 
stantially impossible or, at the very 
least, highly unlikely. 

An excellent statement of the 
“substantial part” rule is found in a 
number of cases. In Ansehl v. Puri- 
tan Pharmaceutical (61 Fed. 2nd 
131) the court said: “A copy of a 
‘substantial part’ constitutes an in- 
fringement. It is not necessary that 
the whole composition be rifled.” 

In Marks v. Leo Feist, Inc. (290 
Fed. 959) the court said: “To con- 
stitute an infringement of the ap- 
pellant’s composition, it would be 
necessary to find a substantial and 
material part of it.” 


>We now come to one of the most 
important rules relating to an under- 
standing of the term “substantial 
copying.” Many laymen, and even 
some lawyers, have for many years 
been under the mistaken belief that 
substantial copying could be meas- 
ured by a purely quantitative test. 
In the field of music, for example, 
one of the oldest and most thoroughly 
incorrect old wives’ tales is to the 
effect that it is legally permissable 
to copy some minimum number of 
bars of music without running the 
risk of plagiarism. 

The fact is, of course, that the 
courts have long held that the ques- 
tion of extent of copying required 
to constitute plagiarism is one of the 
quality and importance of the matter 
copied, and never one of mere 
quantity. 

In another portion of the Ansehl 
opinion referred to before, the court 
said: “It is not a question of quan- 
tity, but of quality and value, not 
whether the part appropriated is a 
literal copying of the original pro- 
duction, but whether it is a sub- 
stantial and material part.” 


>The qualitative test of plagiarism 
is linked very closely with the basic 
underlying problems of copyright- 
ability and originality which we have 
discussed earlier in this series. In 
other words, where a defendant ap- 
propriates that portion or that aspect 
of a protected work which is the 
core of the author’s original cre- 
ation, then an illegal plagiarism will 
occur, even though, from a purely 
quantitative point of view, the item 
appropriated may be relatively small. 

In the leading case of Gross v. 
Seligman (212 Fed. 930) decided in 
1914, the U. S. circuit court of ap- 
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peals had before it a question of 
similarity between two photographs 
taken of a painting. In holding that 
the defendant’s photograph had in- 
fringed the plaintiff's, the court said: 
“The identity of the artist and the 
many close identities of pose, light 
and shade, etc. indicate very strongly 
that the first picture was used to 
produce the second. Whether the 
model in the second case was posed, 
and light and shade, etc. arranged 
with a copy of the first photograph 
physically present before the artist’s 
eyes, or whether his mental repro- 
duction of the exact combination he 
had already once effected was so 
clear and vivid that he did not need 
the physical reproduction of it, seems 
to us immaterial. The one thing, viz, 
the exercise of artistic talent which 
made the first photograph a subject 
of copyright, has been used not to 
produce another picture but to dupli- 
cate the original.” 

Some seven years later, in Lumiere 
v. Pathe Exchange Inc. (275 Fed. 
428) the same court held that: “A 
photograph of a person may be in- 
fringed if the basic position, lighting, 
etc. is identical, since the mere 
change of details of dress is not suf- 
ficient to endow the defendant with 
independent creation.” 


>It is, of course, true that no two 
plagiarism cases are alike and it is 
equally true that the question of de- 
termining whether a qualitatively 
important original aspect of the 
plaintiff's work has been stolen, is 
one which in each instance requires 
the subjective judgment of a judge 
or jury. Nevertheless, it is my belief 
that the courts, by and large, have 
been successful in ascertaining 
whether the plaintiff has created a 
new twist or a new form of portrayal 
for his intellectual conception and, 
furthermore, that the courts have 
been able to isolate these original 
contributions and to protect them 
against illegal appropriation. 

I am not suggesting that it is an 
easy matter for a plaintiff dealing 
with a universal subject matter to 
carve out an area of originality suf- 
ficient to withstand a defendant's 
claim of independent creation be- 
cause of common source, etc., but I 
do believe that plagiarism is more 
easily detected by the courts than 
many people believe, and, by and 
large, the development of the cases 
in the last 100 years has served as 
an effective deterrent against the 
wrongful appropriation of intellec- 


tual property. 44 
Next More on plagiarism . and a 

i f one of the most im- 
Month review o 


portant copyright decisions 


August 1954 ¢ ar + 23 


RhRaIWTre oOo eFREFFIAILTICSC 


FULFILL ALL 5 
“GIFT REQUIREMENTS” 


... according to preferences of 
executives who gave 

Business Gifts last Christmas. 

What’s more, a Stapler for the office 
or home, now ranks near top of every 


“Gifts-most-wanted” list! 


—— 


The GOLDEN ANNIVERSARY Stapler 


1. SOMETHING "DIFFERENT —A 
unique gift... hundreds of your 
business friends still don’t have 
a stapler on their desk .. . at 
office or home. 


2. PERSONAL—Everyone enjoys a 
stapler that he can call his own. If 
your man does have one at the 
office, his wife will be delighted 
with a stapler for the home. 
3. USEFUL—Works 3 ways: As Fas- 
tener... Plier... Tacker. Indis- 
pensable for countless fixing, 
closing, wrapping, tacking jobs. 
4. LASTING—AII steel construction 
. no plastic parts . . . assure 


24 carat gold plate. A gift of quality and character that 
rivals the richness and excellence of costliest desk 
appointments. A compliment to the most distinguished 
names on your list! Number T-165 

Also available packed with Taper Tip Stapies and 
with personalized name plates. 


dependability that is appreciated 
for years. 

5. WITHIN PRICE RANGE—Tatum 
Staplers with or without name- 


plates will fit your budget, however 
long your gift list! 


i 


The MONOGRAM The BUDDY 


A gift that equals the appeal of 
items costing a great deal more. 
Gunmetal finish. Your message, 
in red and black on chrome 
plate. Number T-155G, depend- 
ing on quantity, $1.95 to $2.55 


In 3 color, transparent top gift 
box with 2500 Tatum Taper Tip 
staples, and booklet illustrating 
scores of handy home uses. Ideal 
gift for home-address delivery! 
Number T-1155G . - $3.25 


t=nflONOGRAM~BUDD¥---- 


ORDER BY NAME OR NUMBER FR 


He'll be happy to supply just the Tatum 
your Christmas gift requirements—with or 
brance Advertising plates. Or write to 


R LOCAL STATIONERY OR OFFICE SUPPLY DEALER TODAY. 


that fit Company, Department AR, 209 South Jefferson St., 


Chicago 6, for the name of the Wilson Jones dealer 
nearest you. 
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By Bert Enos 
AR Associate Editor 


Thoughts of Christmas beginning 
to plague you? 

If they are, and if the perennial 
questions of what to give, how much 
to spend, to whom to give are begin- 
ning to pop up in your office, then 
AR has news for you. 

Be yourself—you'll probably end 
up doing what you did last year or 
the year before and behaving in gen- 
eral just like everyone else at 
Christmas time. 

That’s the over-all picture that 
emerges from a study of returns to 
a questionnaire designed to aid busi- 
ness men in their thinking about 
Christmas giving. You'll buy locally 
—and late. You'll give in a spirit of 
thankfulness and to show apprecia- 
tion and friendship to business asso- 
ciates. You'll try to give gifts that 
will please the recipients. You'll 
spend more than you think you 
should. Somewhere along the line 
you'll throw up your hands and say 
this business of Christmas giving is 


PREMIUMS, PRIZES & SPECIALTIES 


AR presents its annual report on the 


business giving 


e Use of 


A 
@} ristmas 


selection of Christmas gifts for 


including a special 


list of unusual gift ideas. 


Cf 


in Business 


getting out of hand—that Christmas 
is getting too “commercialized.” 

And next year you'll do the same 
thing all over again. 

To help its readers with their 
Christmas giving problems, AR 
queried a representative cross-sec- 
tion of management men who are re- 
sponsible for gift giving practices in 
their companies. Following is a run- 
down of what they said. 


>To which concerns shall we give 
Christmas gifts? 

Christmas giving isn’t very “com- 
mercial” according to the answers 
AR got on this portion of its sur- 
vey. Only 11% of those replying said 
they give to concerns they consider 
“prosvects,” while a mere 5% gave 
gifts as part of a move to regain 
business previously lost. The great 
majority —77%—gave to established 
customers, with several adding the 
additional comment that they wanted 
to show appreciation for business 
they had received. 

About 7% of those queried give 
gifts to businesses with whom they 


have contact outside the market 
place, one agency reported it gives 
gifts to accounts who help the agen- 
cy get additional accounts, many 
concerns give to brokers, manufac- 
turers’ reps, officials in stores where 
the business operates a leased de- 
partment, managers of branch offices, 
etc. One, for a reason not men- 
tioned, gives Christmas gifts to the 
local fire and police departments. 


>What individual in the firm will 
receive the gift? 

As might be expected since busi- 
ness is primarily a matter of buying 
and selling, many Christmas gifts— 
27% according to AR’s survey—find 
their way into the hands of persons 
who directly influence buying. The 
next two largest groups—22% each— 
go to persons in top management or 
heads of departments, while 17% of 
gifts ordinarily go to “someone who 
has done us a kindness.” The re- 
maining 12% go to a person who can 
be of help. 

Where business is done with only 
one department of a large concern, 
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68°; of the gifts reported in AR’'s 
survey are given to the person with 
whom the giver has direct contact 
and only 11% to department heads. 
In 16% of the cases, gifts were given 
to the department as a whole and 5°, 
of those reporting gave a gift to each 
person in the department. 

There are many business people 
other than management and buying 
persons who do well at Christmas 
time. More than half—51°—of the 
persons queried by AR reported giv- 
ing gifts to secretaries, 23% remem- 
bered switchboard operators, 10° 
gave to shipping clerks and 9% gave 
to elevator operators. 

Also remembered were mailmen, 
janitors, cleaning women, custodians, 
stockroom employes, bookkeepers, 
porters and gate guards. Many firms 
make it a practice to give a gift to 
each employe. 


>What shall we give? 

As with Aunt Minnie and Uncle 
Hector, it’s always a problem to 
know what kind of a gift to give 
Let’s answer this one in reverse and 
tell you what AR’s respondents liked 
best among the business gifts they 
got last year. 

Gifts for home and gifts intended 
for the personal use of the recipient 
divided popularity honors—22% each 

among those queried. Next came 
gifts for use at the office—17“% —and 
this group was followed by gifts of 
beverages and gifts of food—both 
13%. 

If you consider beverages and food 
as gifts intended for use at home, 
then gifts for home use become the 
greatest in popularity—49%. Or you 
could increase the statistical popu- 
larity of gifts for office use by adding 
beverages to that category—but in 
any case it appears that gifts for use 
at home are easily the most popular 
type to give and that foods and bev- 
erages are equally popular items in 
this category. 


> All is not sweetness and light, 
however. One disillusioned corre- 
spondent wrote, “I got a number I 
have no earthly use for—a smoking 
stand, and I don’t smoke—a barom- 
eter I never even set, etc.”, while an- 
other said even more caustically, “I 
can’t recall one that was worth 
while.” 
Gifts that were most popular in- 
cluded: 
e Clocks 
e Carving sets 
@ Salad sets 
e@ A blender for mixing drinks 
e Skotch Koolers filled with cheese 
and /or cake and other delicacies 
e@ Pair of pliers 
@ Candy dish 
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Point of Order 


Persons who replied to AR’s Christ- 
mas giving survey were asked to 
comment on the following situation, 
taken from a letter to AR: 

“A production man who has 
bought many hundreds of thousands 
of dollars worth of stuff over the 
years was loaded down with Christ- 
mas gifts from suppliers each year. 
The year before last, for example, 
he was remembered by 22 suppliers. 
A couple of months before last 
Christmas this fellow dropped out of 
a buying spot, although he expects 
to get back into it soon and his sup- 
pliers realize this. Last Christmas 
he was remembered by three of the 
previous year's 22 gift-giving sup- 
pliers. He says he plans to ignore 
the other 19 from now on.” 

Among those who commented on 
the production man’s attitude, 85% 
roundly condemned him, while only 
15% approved his attitude. 

“What abort his poor company?” 
was a typical comment. ‘He may be 
biting the hand that is helpful to 
him,” was another. “What would his 
superiors think of this?’ asked a 
third. 

One sympathizer said, "Who can 
blame him? It’s a terrible blow to 
anyone's pride to realize that his 
so-called friends liked his position 

. not him!" While a comment at 
the other extreme was, ‘He's a little 
over-sensitive. After all, business is 
business.” 

Probably the best summing up 
of the general reaction to the pro- 
duction man’s dilemma, however, 
was the short comment of an un- 
known wag: 

“He should write a letter to Santa 
Claus.” 


Swedish crystal vase 

Assorted canned goods 

20 lb. turkey 

Imported food basket 

Desk calendar and memo pad 
Desk pen sets 

Personalized memo pads 

Desk lighters 

Combination desk cigaret box and 
clock 


e@ Ronson lighter 
@ Esquire shoe shine set 


e Gift certificates from men’s ap- 
parel stores 
e@ A brief case 


e Perfume 
e Pair of slippers 


e@ Sport shirts 
e@ Portable radio 
@ Small pocket knife 


e@ Magazine subscriptions 
e Assorted cases, cartons, baskets 
and quantities of liquor. 


One respondent (probably com- 
mercial-minded, but who can blame 
him!) reported that his best liked 
gift was “an order for $30,000!” 


>In addition to the question about 
favorite 1953 Christmas gifts, AR 
also asked the more general ques- 
tion—what kinds of Christmas gifts 
do you like to receive? This time 
there was no question about the 
popularity of gifts that can ve used 
at home. Slightly more than 50% 
reported in favor of home-use gifts, 
although it must be mentioned that 
several inserted such remarks as 
“wife’s orders” or “according to the 
Mrs.,” thus possibly invalidating the 
objectivity of this portion of the 
study! 

In this same category, 23% replied 
they liked best to receive gifts that 
could be used at the office, 17% liked 
foods and beverages and 5% pre- 
ferred wearing apparel. Most busi- 
ness men, like their small sons, don’t 
particularly like to share their gifts, 
a mere 4% reporting they preferred 
gifts they could share with their 
associates. 

Other types of gifts enjoyed by 
business men include articles for 
sports use, books, leather accessories, 
“anything useful,” gifts that can be 
used by the entire family, camera 
equipment, cigars, and “any good 
gadget.” 


> About half of those who returned 
AR’s questionnaire reported they 
gave the same gift to everyone on 
their lists, for example the company 
which distributed 7,200 crates of 
grapefruit at $4.80 each plus freight. 

The companies which did not give 
the same gift to everyone on the list 
used these ways of differentiating: 
e Annual volume 
@ Salesmen made the choice 
e Individual tastes and likes 
@ Sex 
e Same gift to people in the same 

position 
e Cigars or candy to non-drinkers 
e Higher price gifts to better cus- 

tomers 
e Fruit to men, perfume to women 
e According to position held. 

Most of the business men report- 
ing make a sincere attempt to give 
gifts that will suit individual prefer- 
ences, with one company reporting 
that it keeps a list of gifts given each 
year in order to avoid duplicating 
and to insure variety. 

Many Christmas gift buyers will 
appreciate the comment of one busi- 
ness man who reported he gave dif- 











Sam Ge Gown, of Sam Gold & Associates, is the creator of 


more than a thousand child-appeal premiums. Every one of these 
amazing toys, games, books and gimmicks is a sound, successful 
selling too! that has proved its worth as a package enclosure, 
self liquidator or store traffic builder in the sales program of 
some leading American advertiser. Recognized as one of adver- 
tising’s great creative men, his unusual ability and more than 


twenty years experience con be of inestimable value to you. 






The Stork is Bringing Yo 
Every = 


4 
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000,000 New Salesmen 
Year! * 


LET US HELP YOU PUT THEM TO WORK! 


KIDS are super-salesmen. They can persuade their — present the plan properly to their dealers; various 


parents to buy a product, change brands, try something 
new or call at stores for demonstrations as nobody 
else can. Today, there are more than 30,000,000 of 
them in the United States and 4,000,000 more are 
being born each year. 


But to win the favor and influence of these small-fry- 
super-salesmen, one thing is absolutely essential 
Child-Appeal Premiums—the kind Sam Gold has been 
creating for more than twenty years. 


His paper productions . 
amazing in their ingenuity. .. 


original, exclusive and 
are being used by many 
national advertisers as package enclosures, self :liqui- 
dators or store traffic developers and have sold billions 
of dollars worth of products and services. 


Perhaps the reason for the phenomenal success of Gold 
premiums is the fact that they are never sold just as 
premiums but as a part of a complete and highly indi- 
vidualized merchandising plan. The premium serves 
only as a theme for the advertising built around it 
which usually includes a dramatic presentation of the 
premium and plan to the salesman and distributors; 
a dealers’ plan book to help the distributors’ salesmen 
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types of consumer advertising to advise the public re- 
garding the offer as well as dealer helps including ad 
mats for local papers, window and store display mate- 
rials, radio spots, TV commercials, direct mail ideas, 

It is this completeness and effectiveness of his 
campaigns that has long distinguished Mr. Gold's 
premium promotions. 


So, if you want to see real action in over-the-counter 
sales of your product—crowds stampeding your dealers 
for demonstrations—or tons of mail coming in from 
your self-liquidating offers — employ the one sure, 
quick-action selling technique. Put the kids to work 
with Gold’s Child-Appeal Premium Promotions. Write, 
wire or phone when we can get together to show you 
how you, too, can cash in on kids. 


*The BABY BOOM, This Week Magazine 


SAM GOLD & ASSOCIATES 


Zt WEST TELINGIS ST. 
MOHAWK 4-6102 


CHICAGO 10, ILLINOIS 
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Your customers will 


DWAN'S 
PRESERVES “JELLIES 


FoR over twenty-five years we have been pack- 
ing a fancy line of Preserves and Jellies, 
shipping to every state in the union. 


enjoy 


Right from the heart of the famous Michigan 
fruit belt you can send your customers the ideal 
gift package of a fine assortment of the best 
quality Preserves and Jellies. 


We offer a wide selection of 12 oz. Preserves 
and Jellies in any ccmbination of 6, 8, or 12 
jars. We box these in a decorated Christmas 
carton—topped with cellophane and shipped in 
a very sturdy shipping container. 


We also offer a package of 12 Assorted Can 
Goods Items. These are 15 oz. tins—a very at- 
tractive gift 


We solve your gift problems—send 
gift cards—do the mailing, etc. 


On orders of 100 boxes or more we offer free of 
charge a fancy Christmas decorated label im- 
printed with your company name and contents 
on each individual jar. The imprint reads ‘’Pre- 
pared Especially for (your company name)” 


SPECIAL—Write today for attractive prices 
and full details—better yet—order a six jar 
selection sample Christmas gift package for 
only $1.90. Taste test these excellent prod- 
ucts now and you will surely want to order 
for your customer list. 


DWAN’S HOME CANNING CO. 


31 Lake Shore Drive St. Joseph, Michigan 
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TODAY 


is listening! 


RCA VICTOR 


premium or promotion 
records give you 


real personal impact 


Selling automobiles or a breakfast 
cereal? Give your sales message 
personal contact — let RCA Victor 
help you reach the ears that bring 
results in an entirely new way with 
an RCA Victor promotion record. 
Example: Sales training, talking 
displays, direct mail that 

speaks for itself. 

Premium records? Leading firms are 
realizing increased sales with 

RCA Victor premium recordings. 
Write, wire Dept. AR-8 or phone today 
for all the facts. 

630 Fifth Ave.,New York 20, ¥. ¥.—JU dson 2-5011 

445 NW. Lake Shore Dr., Chicago 11, 11!.— WHitehall 4-3215 
1016 N. Sycamore Ave., Hollywood 38, Cal.— HOllywood 4-5171 


eA) Custom 


Record 
mS MASTER'S VOICE 


Sales 
RADIO CORPORATION OF AMERICA 





txs® 
RCA VICTOR DIVISION 
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ferent gifts to each person on his list 
by “blood, sweat and tears after see- 
ing the bankroll!” And if you're still 
in doubt about what to give, take 
comfort in the fact that more than 
half of AR’s respondents found no 
change in the number of gifts they 
received in 1953 as compared with 
previous years while more than 
three - fourths — 77% — found no 
change in the quality of the gifts 
they received. 


> Where shall I buy Christmas gifts 
and how much shall I spend? 

Depending on the nature of the 
gift itself, AR’s respondents pur- 
chased their gifts in a variety of 
places, although the tendency to 
make purchases locally wherever 
possible appears very strong. Almost 
half (about 45%) of the replies indi- 
cated this was the case. 

Individual gifts, according to AR’s 
survey, ranged in price from 50¢ to 
$50, with the average at just about 
$10 per gift. The cost per gift most 
frequently mentioned (22%) cost 
$5, and this was followed by 11% 
who said they spent $10 per gifts. 
Below $5 and above $10 the varia- 
tion reported was extremely wide. 

Gift budgets as reported ran from 
$100 to $25,000, with the average at 
about $2,500. However, considering 
the variation in size of the businesses 
reporting, the median budget, which 
figures at about $500, is probably a 
more helpful figure. 

Most companies reporting paid for 
Christmas gifts from their sales pro- 
motion budgets (39%), with 28% 
charging this expense to the adver- 
tising budget and 26% charging it 
to a separate Christmas budget. 
Other accounts against which 
Christmas gifts were charged (less 
than 1% of those reporting) included 
public relations, general expense, 
sales overhead expense, salesmen’s 
personal expense accounts, and mis- 
cellaneous expense. 


> Who buys gifts, when does he buy 
them, and are they imprinted? 

American business men aren't 
very advertising conscious when it 
comes to Christmas gifts, according 
to the results of this survey. Only 
11% of those answering reported 
that they imprinted their gifts with 
the company name, and it must be 
remembered that more than half of 
the gifts tendered at Christmas time 
are gifts like food and articles for 
the home, which by their very na- 
ture made imprinting difficult if not 
impossible. 

When it comes to personalizing 
gifts with the recipient’s name, the 
picture is somewhat different, with 
17% of the companies reporting gifts 
that were personalized. 






































Yes, Daddy, There 
Is a Santa Claus 


For the hard of heart let it be 
known that business Christmas giv- 
ing in at least one instance served 
a purpose heart-warmingly removed 
from such cold abstractions as sales 
volume, buying practices and busi- 
ness budgets. Witness this letter in 
reply to AR’s Christmas gift survey: 

“This may seem odd, but I have 
noticed that the daddies in this life 
are sometimes woefully forgotten at 
Christmas. For instance, last year 
I took on a special job at Christmas 
to catch up on bills and to make it 
possible for the wife and family to 
have a good Christmas. 

“At Christmas everyone had a 
bountiful time. However, I had only , 
one gift—a shirt from my mother-in- 
law. The joy of giving is a very 
special gift, but the flush of pride 
when you are at least remembered 
means something too. . 
daddies. 

"So I believe at least in some in- 
stances that if it wasn’t for sup- 
pliers’ gifts the daddies would be 
forgotten completely. The plastic 
desk name plate boosted my ego, 
and the whiskey salved my pride. 
“Hooray for Christmas!” 


. even to 


>As one might expect, hardly any 
business Christmas gifts are bought 
before October, with as much as 30% 
of the buying done in December. Ac- 
cording to the survey, 20% of gifts 
are bought in November, 24% in 


October, 7% in September, 9% in 
August, 5% in July and the remain- 
ing 5% in March, May and June. 
How are gifts delivered? Here 
again, the procedure is about what 
you would expect. Uncle Sam deliv- 
ers 51% of business Christmas gifts, 
with 42% delivered about equally by 
salesmen or some other representa- 
tive of the company or by messenger, 
and 3% delivered by express. It is 
interesting to note that only 5% of 
gifts were sent direct from suppliers. 


> What about Christmas gift-giving, 
anyway? 

Business Christmas gift-giving is 
something like matrimony—the part- 
ners complain about the “blessed 
state” and yet remain married come 
hell or high water. Time after time, 
in AR’s survey, respondent answers 
to questions indicated a favorable 
attitude towards Christmas gifts, and 
yet these same respondents would 
be skeptical in the space reserved 
for comments. 

Among those 68% of respondents 
who give Christmas gifts the great 
majority (72%) follow the practice 
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for the simple reason they believe 
in the Christmas spirit, or like to 
show appreciation and friendship, or 
at least because they consider it good 
public relations. The remaining 28% 
were interested in more tangible 
reasons—“to get more business,” “be- 
cause the competition does,” or “we 
got started and don’t dare stop.” 
Of the 32% who do not give gifts, 
most (33%) said they felt the prac- 
tice was one that “can get out of 
hand,” while 25% said flatly they 
just don’t believe in it. Another 
group (20%) felt Christmas giving 
was too expensive and another 20% 
felt the practice ‘“conimercialized” 
Christmas. Only 2% said they didn’t 
give gifts because they never had re- 
ceived any business as a result. 


> Some typical comments. 

As already indicated, comments on 
the AR questionnaire varied greatly 
in many respects from attitudes in- 
dicated in earlier parts of the sur- 
vey. For what they are worth, here 
are a few of the more typical com- 
ments made by AR respondents: 


e “A remembrance from a supplier 
helps cement future business rela- 
tions but does not assure sales where 
quality and price of product are not 
sound.” 


e “. . . one of those necessary evils 
which seems to entrap almost every- 
one before they know it, and like 
love, once started, it goes on and on.” 


e “. .. there are some truly swell 
people around to do business with. 
It’s equally truly a pleasure to re- 
member them with something.” 


e “The smart giver forgets Christ- 
mas when everyone else is giving 
and sends a gift at another time of 
the year when it is unexpected and 
therefore stands out.” 


e “Christmas gifts are simply an ex- 
tension of the general year-round 
policy of keeping business contacts 
in a good mood. No different from 
buying lunches, drinks or theater 
tickets.” 


e “.. . would like to see the giving 
of business gifts discouraged and in- 
stead donations made to a worthy 
charity where the spirit of giving 
means more than between business 
people.” 


e “Giving gifts should be outlawed 

. often places the parties under a 
peculiar obligation . .. a card should 
be ample.” 


e “As far as I can see, the only dif- 
ference between this practice and 
the business of bribing athletes is 
one of degree . . . and the tired tie- 
in of Christmas.” 
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Make, inde with 
PAPER- 


the pen that “clicks” 
with all America! 











DE LUXE MODEL 


* Push-button, retractable point. 
* Never leaks—always stays clean. 
* Ink can’t stain hands or clothes. 
* Can’t smear or transfer. 


* Refills with red, green, blue, and 
black ink. 


* Comes in seven color styles. 
* Unconditionally guaranteed. 


Available with 
company imprint, 
emblem, or message 





ADVERTISING 
SPECIALTIES 
DIVISION 


PAPER-MATE EASTERN, INC. 
752 Broadway 
New York 3, N. Y. 


PAPER-MATE COMPANY 
8790 Hays Street 
Culver City, Calif. 


PAPER-MATE OF CANADA 
265 Adelaide St. West 
Toronto, Canada 
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HAMILTON METAL PRODUCTS CO., HAMILTON, OHIO 
for more details circle 422, page 109 


Pras 
Message 
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WORLD MAP 


WASTE BASKET 
A WANTED Bite 


PREMIUM! ~. 
Rand-McNally 
Global Map, 
Lithographed on oval 
metal basket. 
Popularly priced. 


Send for details 


WEINMAN 
BROTHERS, INC. 


Factory—3262 W. Grand Ave., Chicago 51 
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RETAIL DEALER ADS 


OT ema emul iis: 


From newspapers and 
magazines puamehes 
throughout the country. 
Write for booklet . . . 


165 Church St., N. Y. 7 


yy BA 7-5371 
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e “Human nature dictates that an 
investment in gifts will bring divi- 
dends because the recipient feels 
morally obligated to the giver.” 


e@ “We give Christmas gifts in ap- 
preciation, rather than in anticipa- 
tion.” 


e “Christmas gift giving —and re- 
ceiving is nice.” 


e “It is better to put small gifts in 
a number of hands, than to give lav- 
ishly to a few—today’s little clerk or 
junior executive is doing the buying 
tomorrow.” 


e “We believe that if a list is 
watched carefully and considerable 
thought given to selection, the 
Christmas business gift is a nice way 
to say thanks.” 


e “If a company can give us the 
quality, service and price we have 
a right to expect, they will get our 
business regardless of whether they 
send Christmas gifts. Gifts have no 
bearing on the matter.” 


e@ “Everybody likes to receive gifts, 
so why not put this factor to work 
for you? It’s what you give and how 
you give it that needs study.” 


e “Gifts should be an honest thank 
you for business received in the 
past. Gift expense does not belong in 
the advertising budget.” 


e “We do business with people, we 
like them, we remember them—a 
portion of the remembrance can be 
attributed to the Spirit of Christ- 
mas.” 


@ “... since this is one of the things 
I do not have the power to change, 
I hope I am granted the serenity to 
accept it.” 


e “A desk gadget, keeping the sup- 
plier’s name in mind, is as far as I 
think a supplier should go. This is 
truly an advertising effort and 
doesn’t smack of bribery.” 


e “Let’s put Christmas giving back 
in the personal column and get it off 
the business books.” 


e@ “Like personal gift giving, if gifts 
are given with wrong intentions, a 
company would be better off to for- 
get the whole thing.” 


e@ “... like Topsy, it has just growed, 
and no one has the courage to re- 
duce or eliminate it.” 


e@ “I know of no other means, un- 
less you can make personal contacts. 
to say thanks than a useful gift.” 


e@ “We have at times left out the 
big wig of a firm because we knew 


he would not receive it with the 
thought behind our giving.” 


e “Christmas gift giving is already 
too commercial. Better start giving 
more and better service for the 
hard-to-get dollar.” 


e “The more grease you put on a 
wheel the faster and smoother it 
turns.” 


e “The sooner business regains its 
sanity on the matter, the better.” 


e “We cannot provide Christmas 
gifts for all persons in our customer 
firms. By giving to a few, we offend 
many. So we give none, except in 
normal friendly entertainment 
throughout the year.” 


e “Christmas in the good old U.S.A. 
wouldn’t seem like Christmas if it 
wasn’t for giving and receiving. We 
should all pray that our country will 
never reach the point where gifts 
are not used.” 44 
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AR Editors Pick 
“Different” Gifts 


What to give for Christmas? AR 
has received literally hundreds of 
gift suggestions from manufacturers 
whose ingenuity, quality of materials 
and price ranges are bound to in- 
clude just the gift or gifts you want. 

From the suggestions we have re- 
ceived, AR’s editorial staff has picked 
25 which seem to be representative 
of the wide variety of gifts available. 
We have tried to list gifts in a wide 
price range, and have included gifts 
of a more conventional type as well 
as that “different” kind of gift that 
is prized above all others by the 
recipient. 

It is our hope the list will serve 
two purposes—that it will suggest 
specific gifts you may want to buy, 
and that by its variety it will suggest 
kinds and types of gifts that will aid 
you in your final selection. Addi- 
tional details on the gifts listed can 
be obtained through AR’s Readers’ 
Service department by circling the 
number preceding each item you are 
interested in on the Readers’ Service 
Card inside the back cover. 


302... Brace of Mallard Ducks ... 
The East Lynne Duck Club (East 
Lynne, Mo.) will ship a brace (2) of 








Mallard ducks in a gift box direct to 
any address. Frozen rock hard, the 
ducks are individually wrapped in 
polyethylene bags and come in a 
holiday wrapped, weatherproof 
“Freezer Board” carton lined with 
shredded tissue. The entire box can 
be placed in a locker or freezing com- 
partment. A greeting card saying the 
ducks come from your club (a pur- 
chase automatically makes you a 
member of the East Lynne Duck 
Club) will arrive prior to the arrival 
of the ducks themselves. The total 
cost including shipping charges is 


$7.95. 


303 ... Deluxe Grilled Ash Receiver 
...<A “top of the desk” ash tray 
that will be used and appreciated 
throughout the year is the Autopoint 
Deluxe Ash Receiver offered by 
Autopoint Co., a Division of Cory 
Co. (Chicago). The ash receiver has 
a windproof ash grill in brilliant 
chrome that prevents drafts or gusts 
of wind from disturbing ashes in the 
tray. The molded plastic base is 
metal-lined and comes in dubonnet, 
green or black. The ash tray is indi- 
vidually gift wrapped. Quantity price 
on a minimum of 25 items is $1.95 


| 
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FRENCH 


TYPE CHEESES 
The exclusive flavor and outstand- 
ing quality of BEHLE distinctive 
French type cheeses will make a 
real hit with your customers. Behle 
not only originated the cheese gift 
package but since 1889 has kept 
QUALITY and purity foremost in 
Ges its world famous cheeses. 

our friends will recognize that 
these French type cheeses are out of 
the ordinary — that each morsel is 
a@ special viand. mes, 


THE CHEESE BOARD 


Something unusual and practical, 
The Cheese Board, is made of se- 
lected hardwoods, unfinished so it 
can be painted or decorated. The 
cheese assortment includes Roanne, 
Rouge de Noire, Cheddar, Saluette, 
and four assorted wedges. Not at 
all as expensive as it looks! 


Not Less Than 1'/, Pounds Net 


Give your customers rare fine cheeses from 
OER UOC NTL MCC 


THE FRENCH BOX 


Temperamental and tantalizing. Nine semi-soft and 
soft ripe French Type Cheeses packed in a silver gift 


box with French sketches on the cover. C 


heese in- 


cluded are lusty Camembert, Brie and Pride of Wis- 


consin, 


Roanne, piquant Rouge de Noire 


with caraway added and mild toastable Saluette. 


Over 2 Pounds Net 


5.25 postpaid 


Write for NEW FOLDER 


ACT TODAY — Behle offers a wide 
assortment of cheese gift packages — 


*\ a range of sizes and prices to fit your 


needs — ALL of HIGHEST QUAL- 
ITY. New folder makes it easy to 
make selections. To obtain these fine 


cheeses for your friends place your 
order NOW. 


with 20¢ additional for imprinting. 
304... Travel-Light Cocktail Kit 
... The Richford Corp. (New York) 
has included a shaker, mixing spoon, 
two flasks and four jiggers in a 
novelty carton that is unique, attrac- 


3.45 postpaid 





tive and convenient. The carton is a 
simulated traveling bag with printed 
cloth finish, leather trim and assorted 
travel stickers. The items are of 
lightweight plastic. 


Use a Holiday Gadget 
On Your Christmas Letter 


Add interest, please your cus- 


tomers, get immediate attention to 
305 ... Garden Guild . Larry your special Christmas letter to 


Heinl’s Garden Guild (Toledo, O.) your customers this year by using 
offers the opportunity to send a one or more of our stiractive 
inexpensive letter gadgets to dress 
plant, bowl arrangement or planter it up. 
to a customer or friend any month 
or number of months you choose, 
with special attention given to oc- 
casions like Christmas, Valentine’s 
Day, Easter and Mother’s Day. When 
you enroll a friend, he receives an 
engraved membership card with 
your personal greeting and a list 
of the plants he will receive as well 
as the months of arrival. Accom- 
panying each gift package are com- 
plete growing instructions, a history 
of the plant and a full-color print. 


If you are sending gifts you can at- 
tach the Christmas gadget to card. 


We have in stock over 3 million 
gadgets of 1.000 different kinds to 
illustrate any kind of an_ idea. 
Send $1.00 for catalog and kit of 
50 different samples. 


A. MITCHELL 


111 West Jackson Boulevard 


Veritone Company Room 830, Chicago 4, Illinois 


2701 LEHMANN COURT, CHICAGO 14. ILL., EASTGATE 7-8885 


| 
| 
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BALLOONS 
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Candidates 


@ Publicize name of 
candidate and 
political party. 

@ Get their candidate's ; 

name into homes with children. 


@ Offer inexpensive premiums to voter's 
children. 


Because 


PIONZER Qualatex Balloons 


@ are inexpensive, easy to 
distribute 

@ have real toy value as 
premiums 





@ carry your candidate’s name 
far and wide aw agra 


* Guaranteed by 
Good Housekeeping 
Nor y 













Get ideas, samples and 
imprint information from 
our Premium Dept. 
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BALLOONS Wp, Tat tees *; — 
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SECO Coal 


HAMILTON METAL PRODUCTS CO., HAMILTON, OHIO 
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“CONVENTIONOR HAT” 
This is a stitched brim, brown or blue denim, 
that can be easily styled by the wearer to 
any desired shape from sombrero to homberg. 
Small ilets front crown for button attachment 


if desired — specialty firm representatives 
everywhere. 


STAN SPEER GIFTVERTISING 


Citizens Bank Building, Prospect, Ohio 
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There are two kinds of gift series— 
the $7.50 Supreme and the $5 Deluxe, 
depending on size of contents, design, 
style and type of container. Either 
series may be purchased for 12, 9, 8, 
6, 4, 3, 2 or 1 months. 


306 ... Picture Pen... Cine-Graph 
Retractable Pen is unique in that 
the imprint includes the giver’s name 
and picture and any message he may 
choose. It can be used to say “Merry 
Christmas.” Cine-Graph comes in a 
variety of bright colors with white 
bands for the imprinting. Made by 
Eversharp Inc. (New York), Cine- 
Graph is sold in minimum orders of 
50 or more. 


307 .. . Old-Fashioned Cheese... A 
product of Behle Bros. Co. (Juneau, 
Wis.), this assortment of old-fash- 
ioned cheeses comes artistically 
packed on a three-fold ‘‘Griddle, 
Broiler, Server” with high utility 
value. The assortment of cheeses in- 
cludes Gouda, Sharp and Caraway 
Cheddar, Brick, Sauette, Normady, 
Blue, Roanne, Rouge de Noire and 
assorted wedges. Net weight, 3 lbs., 
with cheese and metal utility griddle, 
broiler and server listed at $10.50 
postpaid. 


308 ... Natural-Color Map ...A 
map of the United States that looks 
like the country as seen from the air 
is offered by Jeppesen and Co. (Den- 
ver). Because mountains, valleys 
and other landforms are shown by 
actual drawings and because the 
maps show true natural colors—deep 
green forests blending into valleys 
and cultivated areas, deserts and arid 
lands shown in browns and reds as 
they appear from the air—the maps 
have a three-dimensional quality not 
found in more conventional cartog- 
raphy. Ideal for a den or office wall, 
the U. S. map is 58x38” and is scaled 
to 1” for each 55 miles. It shows state 
boundaries, capitals and important 
cities, names of major rivers, lakes, 
mountain ranges, bays, gulfs, na- 
tional parks; time zones; parallels 
and meridians at 5 degree intervals. 
Prices, depending on mounting, are 
from $14.95 to $21.95. 


309 ... Bear Paper Weight... 
Offered by Marplex Products Inc. 
(Rhinelander, Wis.), this amusing 
little bear paper weight stands 
4x31”. An original in design, it is 
life-like in appearance and looks like 
an actual mounted specimen. Nu- 
merous other wildlife novelties are 
offered by this company, which is 
located in the northern Wisconsin 
woodlands, where the models for 
these novelties roam wild. 


310... Sponges for the Home... 
Burgess Cellulose Co. (Freeport, Ill.) 
has prepared an attractive poly- 


ethylene stocking shaped bag filled 
with five cellulose sponges in five 
colors and assorted sizes. Individu- 
ally boxed for mailing, the stocking 
of sponges is a unique gift in itself, 
while the sponges are designed for 
all cleaning, washing and waxing 
duties around the home. 


311... Brief Pak... Of top grain 
cowhide in black and dark brown, 
Brief Pak is a multi-purpose frame 
bag that may be used as a brief case 
or for a combination brief case and 
over-nighter. Speciai pocket ar- 
rangements provide for papers, fold- 
ers, etc., as well as spare shirts, ties, 
socks and such items. The 18” bag 
comes with three position lock and 
brass feet, and is steel reinforced 
with a sag-proof frame support. It 
is listed by Leo Oppenheimer Inc. 
(New York) at $40. Commercial dis- 
counts range from 33143% to 42%. 


312 ... Fruit-of-the-Month ... 
Harry and David (Medford, Ore.) 
make it possible for you to order a 
beautifully packaged gift of fruit 
with your greeting each month for 
three, eight or 12 months. An en- 
graved membership certificate in 
Fruit-of-the-Month club announcing 
your gift and treats-to-come arrives 
before the gift. Each monthly gift 
package contains fruit, cheese or 
preserves. The three-box club pack- 
ages are delivered at Christmas and 
in January and February. Price de- 
livered $11.65. The eight-box club 
omits March, April, June and August. 
Price $31.75. The 12-box club is 
priced at $47.75. 


313 ... Expaditer ...A new desk 
device that provides a handy, per- 
manent place to jot down names, 
messages and other notes where they 
won't be lost or mislaid may be an 
excellent solution to the problem of 
a relatively inexpensive gift. Such 
a device is the Expaditer, a 5x10” 
binder that holds a pad containing 
80 sheets, each perforated to provide 
five 2x5” memo sheets—enough to 
last six months with average use. 
Expaditer, a product of Goodyear 
Printing & Stationery Co. (New 
York), has a Durette cover in brown 
or green and may be gold stamped. 
Quantity prices range from $3 each 
in quantities of 25 to $2.33 each in 
1,000 quantities, with gold stamping 
optional at from 3l¢ to 50¢ each for 
individual names and 6¢ to 10¢ each 
for from one to three lines of ad- 
vertising copy. 


314... Swiss Army Knife .. . Aptly 
described as “The pocket knife you 
dreamed of owning as a boy,” the 
Swiss Army Knife offered by Ab- 
beon Supply Co. (Jamaica, N. Y.) 





includes a ream, tooth pick, bottle 
opener, two screw drivers, wire 
stripper, can opener, saw, scissor, 
tweezers, a large 234” blade and 
small 15g” blade. Made of Tahara 
steel, the Swiss Army Knife is priced 
at $12.50. 


315 ... Plastic Embedded Cigaret 
Lighter . . . Plastic Embedments Di- 
vision of Kenneth F. Thomas Indus- 
tries (West Hartford, Conn.) has 
available a desk or table lighter of 
clear plastic with such colorful items 
as sea life, fish flies, medals, flowers, 
lodge emblems, product miniatures, 
etc. embedded in the plastic. The 
plastic base is 2x2x2'%” and the gold 
lighter fits into the top. An ample 
fluid receptacle insures long use 
without refilling. The “crystal-clear” 
lighter is listed at $16.50 and quantity 
discounts are available. 


316... Auto Compass ... The Visi- 
Dome Auto Compass by Airguide 
Instrument Co. (Chicago) can be 
mounted almost any place on the 
windshield molding strip of a car. 
The compass unit, which is large 
enough for easy reading but does not 
interfere with the driver’s vision, 
has large white markings with five 


degree calibrations and employs an 
eight magnet system for offsetting 
the attractions of a car’s metal and 
electricity. Prices are $5.95 for the 
non-illuminated compass and $6.95 
for the illuminated one. Both types 
come in gray or tan. 


317 ... Man’s Manicure Set... 
This cowhide and suede-lined travel- 
ing kit by Griffon Cutlery Corp. 
(New York) is one of those items 
that most men want but never buy. 
It contains file, tweezers, nail nip- 
pers, corn rasp, and nose /mustache 
safety scissors. The price listed is 
$13.50 plus excise tax. Quantity dis- 
counts are available. 


318... Spot Remover Bar... Pack- 
aged in a handy mailing carton, the 
Spot Remover Bar by Leopoldi Im- 
porters (Chicago) includes 6 one oz. 
bottles of chemicals which, used in 
various specified combinations, are 
effective cleansing agents for fab- 
rics, leather, suede, etc. The package 
is a two-color oblong box designed 
to be set on a table or other con- 
venient place or can be hung on the 
wall. 


319... Book Club Membership .. . 
Book Club Associates (Garden City, 
N. Y.) offers gift membership in 
seven different book-of-the-month 
clubs. The clubs offered include Lit- 
erary Guild of America, Dollar 
Mystery Guild, Dollar Book Club, 
Fireside Theatre, Junior De Luxe 
Editions Club, Science Fiction Book 
Club and the International Collectors 
Library. The recipient receives a 
Christmas package of gift books ac- 
companied by the sender’s card and 
a book a month for the remainder of 
the year. Prices range from $6 to $22, 
depending on the club you choose. 


... Executive Gift Clock Radio 
... The “VIP” executive desk model 
clock radio is available from Mo- 
torola Inc. (Chicago) at $99.95. The 
desk-clock radio is finished in a 
gold and silver plastic combination 
and features a matching standard 
which holds a Parker “51” pen and 
pencil desk set. The clock, which is 
self-starting and independent of the 
radio switch, includes a Telechron 
movement and automatic on-off 
switch, with a dial that can be set 
so a buzzer will remind the busy 
executive of an important meeting 
or special appointment. Included on 
the pen stand is a raised plate for 
engraving the owner’s name or the 
name of the individual or firm who 
presents the gift. The pencil stand 
is inset with a perpetual calendar. 
321... The League of Rations... 
This is a hamper of hors d’oeuvres 
containing 15 generous size units im- 
ported from all over the world. The 
League of Rations is offered by the 
Gourmet Guild (Miami Beach, Fla.) 
and includes Japanese tuna, cocktail 
tamales, imported jams and pre- 
serves, Dutch cocoa, Puget Sound 
salmon, Gudrun’s parfair, tiny clams 
in shell, triple-stuffed olives, ete. 
It is priced at $15.35. 





MEMINDEX 


‘‘The Automatic Memory’”’ 


Ny 


The ‘‘Week-in-Sight’’ 
Desk Memo Calendar 


a a 
The Desk Calendar That 
Reminds, Organizes, Classifies 


Here’s a great team of goodwill re- 
minders! Memindex, the ‘‘pocket mem- 
ory that never forgets’ is unique. 
Daydex, one of the most convenient 
and unusual desk calendars ever de- 
veloped—and most reasonably priced 
in quantity lots. Planning Guide, an 
unsurpassed desk calendar styled by 
a famous designer for really impor- 
tant gift and premium use. Write for 
complete details, prices and generous 
discount terms. Dept. AR-4. 


WILSON MEMINDEX CO. 


149 Carter Street, Dept. 12 
Rochester 21, N.Y. Est. 1902 
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GET ACTION WITH 
THIS ATTRACTION! 


Sales- 
Building 
Kitchen 
Premium 
Set » 


15c per set 
in give-away 
package 
17c per set 
in mailing 
carton 


Useful kitchen premiums have proved their 
sales-building appeal time and time again 
-and Campbell's 3 piece plastic set tops 
‘em all for real pulling power at low cost! 


Bright colors! Embossed capacities on Spoon 
handles! Kitchen Scoop is a big 2 cup size! 
Six inch Scraper is solid plastic and pliable! 


Sets packaged for give-away or mailing. 
Free samples. Prompt action. Write today! 


W. E. CAMPBELL COMPANY 


Phone MElrose 2629 
Dept. 1, 32 N. Western Ave., Dayton 7, Ohio 
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ACHON-GETHNG- 
4ATEMS for tie-in 
Sales Promotion 


No. 131 


¥ ay 


FRIGEE-MAID 
ICE BOX COOKIE MOLDS 


Easy to store, use... Frigee-Maid Ice 
Box cookie molds give you greater sales 
Flambeau Ss and relia- 





pune h scrvice 
bility guarantee faster profits with qual- 
ity premiums! 
a TIDEE-MAID 
Mee DELUXE 
r we SEWING 
t 
® BOX 
Women are thrilled with this sales- 
building complete sewing box, a record- 
smashing sales builder every woman 
wants! 


Write: 

Siortohin et 
FLAMBEAU PLASTIC CORP. 
501 Kane St., Baraboo, Wis. 
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Remember 
December! 


gifts 


HAMILTON METAL PRODUCTS CO., HAMILTON, OHIO 
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322 .. . Chop’n, Slice’n, Serve'n 
Block . . . This block for chopping, 
slicing, or serving is made of lami- 
nated maple and has many uses for 
home in the country or city or for 
camping and fishing trips. The block 
has rubber legs, built in handles, 
and a receptacle for knife and 
cleaver. Materials and instructions 
for personalizing in gold letters are 
included with each product. Offered 
by the Delsam Co. (Wilmington, 
Del.), the block comes in two sizes, 
9x9” at $4.95 and 114%4x15” at $7.95. 


323 ...Globe and Atlas ... Rand 
McNally & Co. (Chicago) offers a 
combination of globe and atlas that 
is decorative as well as handy for 
reference purposes. The 12” globe is 
set in a walnut base which contains 
the copy of the atlas. The New Read- 
ers World Atlas edition contains 190 
pages of full-color maps with new 
census figures and a section of in- 
formation, descriptions and illustra- 
tions of places of interest in the U. S. 
Over-all height of the globe and 
stand is 1734”, and the atlas is 304 
pages, 734x10%4”. The unit is listed 
at $19.75, illuminated, $34.95. 


324 ... Cigaret Box Lighter... 
A versatile lighter that is a graceful 
accompaniment to informal gather- 
ings is the A.S.R. Ascot Cigaret Box 





Lighter manufactured by American 
Safety Razor Corp. (Brooklyn). 
Made from kiln-fired china, the box 
is fluted in ivory tone to fit with 
the decor of any room in the house. 
The Cigaret Box Lighter holds a full 
pack of either regular or king size 
cigarets. As you pass the box, a quick 
flick of the safety catch on the lid 
assures a light immediately at hand. 
The lighter is priced at $9.95. 

325 ... Glass Christmas Cards .. . 
Beautiful Christmas cards with use 
value are offered by L. J. Houze 
Convex Glass Co. (Point Marion, 
Pa.). Designed for use as ashtrays 
or coasters, glass Christmas cards are 
made by firing bright ceramic colors 
on glass. There are 32 designs avail- 


able or special designs can be pre- 
pared. Names and/or trademarks 
may be fired on the front or back of 
the glass Christmas card, or for those 
who prefer it, the giver’s name will 
be printed on a separate folder and 
enclosed with the glass Christmas 
card gift. 


326... Gold Stapler ... An execu- 
tive gift with glamor and prestige 
is the Golden Anniversary Stapler. a 
new version of the Wilson Jones Co. 
(Chicago) ‘‘Buddy”’ stapler and 
‘‘Monogram’””’ stapler. The gold- 
plated stapler is designed as a per- 
sonalized business gift with high 





utility value and is especially ap- 
propriate as an executive gift. The 
gold stapler is 4%” long and of all- 


metal construction. It works as a 
fastener, tacker and hand plier and 
staples up to 32 sheets of fine bond 
paper. Rubber feet prevent marring 
of furniture. The “Golden Anniver- 
sary” may be ordered with a name- 
plate bearing the firm name or the 
name of the recipient. It is also 
available in a gift box with 2,500 
Taper-Tip staples with a harmoniz- 
ing gold finish. q< 


Sport Pac Designed 


As Executive Gift 


Featured as an executive gift, the 
“All Sports Pac” by Premium Leath- 
er Products (Coshocton, O.) is a 
sports jacket designed for football, 
boating, golfing, fishing and other 
outdoor sports. 

Made of two-tone brown Alligator 
grain vinyl, the garment may be 
monogrammed with the individual’s 
name on the outside flap, while a 
company advertisement may be 
stamped on the underside of the flap. 

“All Sports Pac” is designed to be 
waterproof and to remain soft and 
pliable in zero weather. It features 
elasticized wrist bands, a hood which 
can be worn up or down, two pock- 
ets, reinforcements at points of strain 
and a plastic zipper. The coat has a 
red reversible lining, which makes it 
useful for hunting. 

The garment may be carried in a 
74%2x512x2” case and when wrapped 
weighs two pounds. It comes in three 
sizes—medium, large and extra large. 
Quantity prices range from $6.50 
each for 12 to $5.53 for 250. 44 
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“18S IN OUR Gatar s 


to Mammatinees 


By Dick Hodgson 
AR Managing Editor 


Advertising medium of fascination 
and glamor—that might easily be the 
subtitle for this article. It is doubtful 
that any other form of advertising 
can pack so much punch in 3'2x5!4" 
as picture postcards. 

But to these sterling qualities can 
be added several other factors of im- 
portance: 

e@ Low cost 

e Color 

e Versatility 

e High reader interest 
e Simplicity 

e Ease of production 
e Instant impact 

@ Wide availability 

The list could be extended ad in- 
finitum. But in spite of all of the 
advantages, the medium of picture 
posteards is frequently overlooked 
by many advertisers and agencies. 


>In many industries—most notably 
the automobile industry —picture 
postcards are well established as one 


te Aeenemenian ont Meme Commer at © 


PRINTING & BINDING 


Ceocan, SPenenntn: — digue ty Poth Senet Wren 


of the most important sales promo- 
tion tools. In others, they are almost 
unheard of. 

One of the big drawbacks has un- 
doubtedly been the low-cost factor 
and it is certainly a fact that many 
admen look askance at anything that 
has a price tab of minor proportions. 

But, on the other hand, the med- 
ium’s low cost has been one of the 
primary factors in the high degree 
of development by many advertisers. 

Although the cost of full-color 
postcards varies widely depending 
upon such factors as quantity, qual- 
ity, type of back-up, stock, etc., the 
average cost seems to be about 1l¢ 
each in large quantities. The big 
item in keeping costs low is the use 


A LOW-COST 
ADVERTISING MEDIUM 


of standard-size units (3'%x5” or 
multiples of this basic size), which 
are most frequently gang-run for 
economy. 


> While the low cost is usually the 
factor which first interests admen, 
once they are bitten by the picture 
postcard “bug,” the limitless appli- 
cation and continuing fascination in 
developing new applications perpet- 
uates enthusiasm. 

What starts out to be a simple 
postcard frequently ends up in such 
roles as: 


e@ Tip-on illustrations to provide 
low-cost color in folders, handbooks, 
calendars, product information 
sheets, etc. 
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Well over 70% of our 
customers have been 
coming back year aft- 
er year.— 

Try our services 











° 
2p ess 


CHICAGO OFFSET: 
PRINTING COMPANY : 


| 610 W. VAN BUREN ST., CHICAGO 7, ILL. | 
| TELEPHONE STATE 2-3694! 






COUNTER 
ATTACK! 


Nothing beats the attention-getting impact 
of PICTUREST* 3D at the point-of-sale. 
Exclusive with Belford, PICTUREST* 3-D 
is the newest easel counter display — the 
practical, attractive 3-dimensional way to 
put your message over with a bang. Each 
new message replaceable in thirty seconds! 
For store counters, sales meetings, reception 
rooms. FREE: Write for Sample. 


Belford 


COMPANY, Inc. 
317 W. 47 St., Dept. M 
New York 36, N. Y. 
Plaza 7-5950 


Ask about our cus- 
tom service for mak- 
ing easel and presen- 
tation binders for par- 
ticular sales problems. 
Write or phone. 

Another Belford exclusive 
is Clareport,** the transparent cover binder. 


*T. M.—Pat. Pending **U. S. Pat. 2480917 
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e Files of product illustrations. 

e@ Envelope stuffers. 

e Calling cards. 

e@ Point of purchase displays. 

@ Miniature reprints of magazine 
ads. 

e@ Giveaways. 

@ Sales presentations. 

The fact that picture postcards are 
generally considered as something 
other than an advertising medium 
makes them especially effective. 
Most people associate the colorful 
cards with happy moments in their 
lives. And few can resist the impulse 
to give the cards more than a candid 
glance—particularly if they aren’t 
obviously commercial at first sight. 

The most successful cards appear 
to be those with a single, full-color 
illustration on the face and a short, 
informal message (frequently in 
simulated hand-writing) on the ad- 
dress side. Most popular are full- 
color photographic reproductions on 
cast-coated stock, such as Krome- 
kote, although many other types are 
being used successfully. 


> Probably the best way to analyze 
the potential of the picture postcard 
medium is to consider some of the 
many advertising applications in use 
today: 





o The major automobile companies 
regularly are using huge quantities 
of color cards for dealer mailings. 
The cards have proved to be an ef- 
fective method to show different 


models and colors. Both photo- 
graphs and artists’ drawings are 
popular and scenic backgrounds are 
frequently added to give a “non- 
commercial” touch. 

The cards are usually supplied 
with the message portion blank. 
Some dealers imprint this area with 
a sales message, while others have 
salesmen add a personal message. A 
leading supplier of these cards is 
Nelson Associates Inc. (Detroit). 


e The White Motor Co. (Cleveland) 
is using a series of eight postcards, 
each featuring a different White 
truck model owned by customers 
who transport everything from food 
products to steel. On the back of the 
cards is a brief description of the 
truck pictured and space for the 
salesman to pen a personal message. 

A graphic example of the promo- 
tional value ofm these cards was 
shown by White’s Detroit branch 





manager, Earl Groudel, who sent a 
card featuring a dairy and ice cream 
truck to a large drug chain. His 
simple note on the back which read, 
“One of these White ‘3000’s’ would 
look good in your colors,” resulted 
in an immediate sale and the open- 
ing of a new account with great po- 
tential. 

In some cases, the cards have been 
used in an eight-week direct mail 
campaign with impressive, ice- 
breaking results. White salesmen 
have also utilized them in creative 
selling presentations, and many leave 
cards with prospects when making 
calls. 

Roy A. Fryer, White’s sales pro- 
motion manager, reports that the 
postcard promotion has been so suc- 
cessful that his office sends out 5,000 
cards weekly to fill the demand. 


e@ Coty used an unusual color card 
to introduce a new line of cosmetics. 
The card, itself, showed an impres- 
sive full-color photograph of all of 
the items in the new line .. . and to 
it was attached a miniature bottle 
of perfume. The back of the card 
carried the price list. The cards, pro- 
duced by Transcolor Corp. (New 
York), were distributed to customers 
at cosmetic counters in department 
stores, etc. 


e Curt Teich & Co., Inc. (Chicago), 
the largest maker of picture post- 
cards, tells of one building specialty 
firm which recently bought a quan- 
tity of cards featuring a view of the 
company’s product installed on a 
construction project. Three different 
messages were printed on the ad- 
dress side—one slanted at architects, 
another at contractors and the third 
at consumers. 

Multiple imprinting of cards, ac- 
cording to Curt Teich, is a common 
procedure and can be provided at 
small additional cost. 


e@ The Rockford (Ill.) Morning Star 
and Register-Republic sent out a se- 
ries of stock picture postcards show- 
ing various local scenes. The mes- 
sages, in simulated hand-writing, 
pointed out that Rockford was the 
first large city in Illinois to request 
a new official census count. 

The use of stock cards is a tech- 
nique frequently overlooked by ad- 
men. Advertising messages can often 
be adapted to fit any number of cards 








already available at low cost from 
local sources. Some producers of 
picture postcards make their com- 
plete picture or plate files available 
for use by advertisers wanting spe- 
cial subjects—thus eliminating the 
cost of photography and sometimes 
plate costs as well. 

e@ The reverse of this procedure is 
a technique which has been em- 
ployed effectively by some adver- 
tisers. They make arrangements to 
have cards showing their plant or 
other facilities available through 
regular retail postcard outlets. 

In some cases these cards are given 
free to retailers for resale; in other 
cases sold at a nominal fee. In still 
other instances the cards are placed 
in hotels, motels, transportation ter- 
minals, etc., for free use by tourists. 


e@ Many advertisers such as Swift & 


Saad 
Co., Eastman Kodak Co., John Deere, o} © ee Tee Ee 
G. Heileman Brewing Co., and others O ‘ AS 
LANGULULS ... 
oo 


give visitors picture postcards of 
Complete services for e) 
producing monotone and io 
full color commercial ° 
cylinders for packaging 


printers. 


. . . Proofing and 
Pre-Printing for 
National Advertisers and 
© Advertising Agencies. 


Le) 


Positives for Newspaper, 
From planning through final Magazine, and Mail 
their facilities to send to friends or proofs, ACME is equipped to Order. Conventional or 
to keep as remembrances. handle all of your needs. With News Dultgen. 
The cards are particularly effective complete proofing facilities for 


when given out to persons taking National advertising and com- 
plant tours. . : 

ia z mercial cylinders, and the proper 
e First National Stores, in order to 
save expense on a short run of point know-how, ACME can help you 
of purchase displays, tipped 5x7” lick your Gravure problems. 
color cards showing a holiday fruit 
cake to a larger counter card with 
silk screen lettering. The use of the 
cards, produced by Transcolor, pro- 
vided the effect of a process color 
job, which would have cost several 
times what was actually spent. CHESAPEAKE 3-1377 
e@ Color cards have been used effec- 
tively to introduce a premium offer. 
They can be used as package en- 
closures, envelope stuffers, point of 








. . for more details circle 374, page 109 


FREE GIFT 


WALLET COLOR POSTCARDS 
a Sud Til 


or The \ lastichnome: Stony 


It contains complete details about PLASTICHROME(R) NATURAL 
COLOR REPRODUCTIONS — the world’s most beautiful fui 


color postcards — made by America’s largest manufacturer 


no cost +> OO OBLIGATION 


purchase giveaways (frequently as 
a business reply card with a coupon 
for name and address), etc. 


e Color cards can frequently add | COLOURPICTURE PUBLISHERS, INC. 
glamor to a product which, in itself, 
may have little basic glamor. The 
addition of scenic backgrounds, spe- 


390 Newbury Street Boston 15, Mass. 
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for less than 11/2¢ apiece! 


Made from your transparency 
or art work, Crocker 
four-color postcards with the 
exclusive Mirro-Krome 

finish are a must for direct- 
mail advertising and sales 
promotion. For information, 
samples and price list write 

to the nearest Crocker office. 
Dept. A-8-A. 


SAN FRANCISCO, 720 Mission 
LOS ANGELES, 2030 E. 7th 
CHICAGO, 350 N. Clark 

NEW YORK, 100 Hudson 
BALTIMORE, 1600 S. Clinton 
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of dollars found thru sales 
magic of natural color post cards. 


DEXTER natural color post cards 
are ideal for syndicate and 
dealer co-op advertising. Now 
—your dealers can buy small 
quantities at million-card rate. 
Natural color brings your prod- 
uct to millions in the most be- 
lievable medium available for 
product identification and buy- 
ing action. 

Originators of natural color 


post cards from Kodachrome 
transparencies. 


Write for plan—now! 


25eCen— 


West Nyack, New York 
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cial color effects—or just playing on 
the public’s general interest in pic- 
ture postcards—can often highlight a 
product with little basic glamor. 
Old Town Co. (Old Town, Me.), 
for example, uses color cards to 
glamorize its offset plates and other 
office supplies. Old Town uses the 
cards as convention and salesmen’s 
literature. 
e A big user of color cards is Philco, 
which uses individual cards to show 
its radio and tv sets. These are used 
primarily as dealer mailing pieces. 
Philco uses over a million cards each 
year. 
e@ National Biscuit Co. employs color 
cards to portray its entire line of 
biscuits—each card showing the 
package and the individual biscuit. 
For the past four or five years, Na- 
tional has been using these cards as 
part of its salesmen’s sample port- 
folios. Because of the nature of the 
product, color correction is critical. 
e@ Color cards were one of the key 
elements in the unusual Idea File 
(July AR) developed by Sloves 
(New York). In its basic kit, Sloves 


used 20 numbered cards with full- 
color pictures of various types of 
sales presentations. A complete de- 
scription of each presentation was on 
the message side of the card. The kit 
is housed in a 6x6x4” simulated 
leather box with a hinged cover. As 
additional cards are added to the kit, 
they are placed in this box—forming 
a complete index of Sloves’ services. 
e Another use is to promote book- 
ings of motion pictures, slide films, 
etc. Such cards usually are 512x7”, 
with a perforated reply card. Full- 
color reproductions of scenes from 
the film are usually used for the pic- 


ture. A typical card for this purpose 
was one produced by Clarisse of 
Hannau (New York) to promote 
bookings for “A is for Atom.” 


e Clothing manufacturers frequently 
provide dealers with color cards 
showing new fashions. These are im- 
printed and used both as direct mail 
pieces and as statement enclosures. 
A typical example is an oversize 


415x612” card produced by Moss 
Photo Service, Inc. (New York) to 
introduce J & M Tartan Moccasins. 


e Another traditional user of color 
cards is the home furnishings indus- 
try. Yorkolor Process (New York), 
for example, produced 100,000 post- 
cards to show Du Pont Tontine 
washable window shade cloth in use. 


e By far the largest users of picture 
postcards, of course, are hotels, 
motels, resorts, etc. Such establish- 
ments frequently choose one color 
or duotone cards. In order to retain 
quality appearances, these cards are 
often printed by processes resemb- 
ling steel engravings. New York’s 
Waldorf-Astoria, for example, has 
been using Steelograph Co’s (New 
York) “Richtone” process, through 
which simulated engravings are pro- 
duced by use of 166-line steel half- 
tone plates. 


e@ Probably the next largest users 
of picture postcards are airlines, 
railroads, steamship lines and other 
transportation facilities. Both cards 
showing planes, trains, ships, etc. 
and enroute scenic shots are popu- 
lar. 


e@ National Lead is one of many 
firms which have found color cards 
an excellent way to introduce point 
of purchase displays, magazine ads 
and other advertising materials to 
dealers. Because the advertising can 
be reproduced in full color quickly 
and at low cost, the cards do an ex- 
cellent job. 

National Lead extended this use in 
another direction. It had Transcolor 
produce a card showing its Dutch 
Boy Color Gallery, a collection of 
paint color samples in an attractive 
display unit. These cards were used 
by dealers as a consumer mailing. 
The message, in simulated hand- 
writing, said: 





— 


“Yes, come in and see our ‘Dutch 
Boy’ Color Gallery .. . filled with 
modern stylish colors to do that 
decorating job. You'll like the simple 
way your exact color needs can be 
filled. It’s on display right now at 

The card became such a success- 
ful promotion piece that Transcolor 
made several reruns amounting to 
nearly a million cards. 


e@ Picture postcards make a very in- 
expensive giveaway item. They have 
been used particularly effectively in 
conjunction with radio and tv shows 
—with a picture of the show’s star 
getting feature billing. 

Tommy Bartlett of ‘‘Welcome 
Travelers” presents a typical case. 
The popular radio and television star 
has been featured on a number of 
cards used as giveaways. One card, 
for example, is a simulated glossy 
black and white photograph pre- 
sented to fans. Another, featuring a 
colorful caricature of Bartlett, has 
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a printed message in simulated hand- 
writing on the picture side: oie 
having such a wonderful time in 
Chicago ... saw the ‘Welcome 
Travelers’ radio and television shows 
... they are broadcast from the beau- 
tiful College Inn Porterhouse right 
here in the Hotel Sherman. Tune in 
tomorrow.” The message side of the 
card carries a blurb for Hotel Sher- 
man. 


e@ Many traveling salesmen use pic- 
ture postcards to announce their next 
visit to customers. While some sales- 
men use stock cards picked up en- 
route, many firms have special cards 
made up. 

A typical example is Ansco, which 
has cards printed with colorful shots 
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A division of 


SERVICE BINDERY CO., Inc., 


2241 S. Wabash Avenue, Chicago 16 
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S 
QUANTITY PRICE PER PRINT—SINGLE WEIGHT GLOS 


ze |CopyNeo-| * 
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Write TODAY for samples and our complete price 
list on other sizes, Blowups, Post Cards and the 
“VISUALITE” Display. 


ORIGINAL PHOTOGRAPHY AND RETOUCHING AT 
REASONABLE RATES. 


152 W. Huron Street - Chicago 10, Illinois 
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Brochures, Catalog Sheets, P.O.P. 
Displays, Postcards. 


IN FULL 4-COLOR PROCESS 


Ck amazingly low prices / 


from transparencies or art 
process areas to 45 inches 
from 200 copies to a million 


brilliance of reproduction, depth 
and detail 


YORKOLOR PROCESS SERVES SOME OF THE 
LARGEST NATIONAL ADVERTISERS WITH FOUR 
COLOR PROCESS PRINTING OF CATALOGS, POST- 
ERS, DIRECT MAIL, COUNTER CARDS, MAGAZINE 
INSERTS, AD REPRINTS AND AD PREPRINTS. 


POSTCARDS 3M for 
SALES CATALOG —) 
82 x 11 BLEED 


84.00 
200 for $175.00 
10,000 for $630.00 


Send Your Own Specifications For Prompt Estimate! 


YORKOLOR PROCESS 


tte Street, New York 12, N. Y 


Ghiailable free! 


lease send mo the following new 
rochure by return mail: 


(C0 28 WAYS TO INCREASE 
YOUR SALES 


(1) COLOR—HOW POSTCARDS 
DO A SELLING JOB 
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COMPANY 
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“made from an original transparency 
on Ansco Color Film.” These cards 
have space on the message side for 
the salesman to sign the following 
message: “I expect to be in your city 
and plan to call on you on or about 
... There is also space for the re- 
cipient to use in making a list of 
items he will need to order when the 
salesman gets there. 


Oster uses a similar technique 
with cards showing a variety of 
products used by barber and beauty 
shops. The message side says simply: 
“Will call...” and “Jot down your 
needs” (with several lines for fill- 
ins). 


e@ In the field of retail merchandis- 
ing, many well known department 
stores, such as Joseph Horne Co. 
(Pittsburgh) and Rike-Kumler 


) =f >. 


(Dayton, O.), use color cards con- 
sistently. Some department stores 
design and buy colored postcards for 
the specific purpose of promoting a 
new facility, such as a coffee shop, 
tea room or travel bureau, or to an- 
nounce a new or improved article. 
Other department stores prefer to 
have their cards made with a good 
illustration of their establishment on 
the picture side, employing the ad- 
dress side for a multitude of pur- 


poses, such as announcements of 
special sales, thank you messages 
and special promotions or follow- 
ups. 

@ Some advertisers have extended 
the value of convention or fair ex- 
hibits by sending out picture post- 
card mailings of their displays at 
these events. Still others make color 
cards available at their booths for 
visitors’ use in sending notes. 

eM. K. Goetz Brewing Co. (St. 
Joseph, Mo.) had Curt Teich pre- 
pare a series of historical scenes il- 
lustrating various stages of the de- 
velepment of the company and the 
history of St. Joseph. Copy on the 


& 


message side of the cards promoting 
Goetz Country Club beer, was tied 
to the historical scenes. 

@A simple, but highly effective 
technique used by a large number of 
advertisers is to portray their out- 
door advertising signs on color cards. 
Spectaculars, 24-sheet posters, dealer 
identification signs, painted bulle- 
tins, etc. have been portrayed on pic- 


ture postcards carrying advertising 
messages. 


>Picture postcards have been 
adapted for use as string and button 
tags attached to products. One of 





the leading producers of such tags 
has been H. S. Crocker Co. Inc. (San 
Francisco). Among the many prod- 
uct information pieces Crocker has 
produced are full-color tags for 
American Latex Products Corp. C- 
Foam cushions; Wally Riggs Conti- 
nental sportshirts; San Juan slacks 
and Golden Gate sportswear. Al- 
though most of these tags are made 
to a special size, many firms use the 
standard 3%2x5%” or 5x7” sizes, 
usually folded and punched for 
strings or with a buttonhole. 

The list could run on indefinitely, 
for the medium has a versatility un- 
matched by almost any other form 
of advertising. The only limitations 
seems to be the ingenuity of the indi- 
vidual adman. 


> While the use of color transparen- 
cies for copy seems to be growing in 
popularity, millions of color cards 
are still produced every year from 
black and white prints. Most of the 
major suppliers have developed spe- 
cial techniques for adding color to 
monotone copy. Curt Teich, for ex- 
ample, has a series of color charts 
showing 72 different basic colors 
used in converting black and white 
photos to color copy for cards. The 
buyer selects colors by numbers for 
use on his cards. 

There are many occasions, of 
course, when a single color card does 
an adequate job. While such cards 
can be produced economically by 
most printers, the big postcard sup- 
pliers have developed special tech- 
niques which help give better quality 
to the production. 


>While the basic 34%2x5'%” size is 
still the most popular, there has been 
a marked trend toward use of giant 
size postcards. In most cases these 
are 6x9” and this size has become 
somewhat of a standard unit, per- 
mitting economical gang runs. 

One of the major advantages of 
the giant sizes is that they can be 
used as display pieces in themselves. 
They are frequently easeled for 
counter or window use. 

Many firms combine runs of the 
6x9” cards with the regular 312x514” 
size. A typical example is Forsyth 
(Kitchener, Ont.), Canada’s largest 
shirtmaker and one of the country’s 
biggest users of picture postcards. 

Forsyth recently started with an 
order of 20,000 counter display cards 
in the 6x9” size, then used the same 
artwork for regular size cards and 
return mailing cards. 

The Cenadian firm sends the cards 
to its 2,000-odd dealers, who send 
them to customers and prospects. 
Each year Forsyth uses 12 to 20 dif- 
ferent cards to picture portions of 
its line of shirts and men’s jewelry. 
In the giant 6x9” size, 6,000 cards are 


TeMALANE 


wy 


Gang Run... A standard postcard and six 
giants were ganged on this Forsyth job. 


used—half for mailing and the re- 
mainder as display cards, which are 
backed with 55 pt. chipboard and a 
wingback easel. 


>The giant size cards don’t always 
follow the “standard” format of pic- 
ture postcards. Because of the larger 
copy area, the cards are frequently 
turned into a self-mailer with copy 
on the picture side, and sometimes 
illustrations with the copy on the 
message side. 


A typical example of this situation 
is a six-month mail campaign by 
the Upholstery Leather Group Inc. 
(New York), which is using a series 
of six giant postcards to acquaint 
automobile dealers and executives 
with the facts behind leather’s ad- 
vantages as a car upholstery fabric. 

The cards—which carry color 
photographs of 1954 automobiles 
(with leather upholstery, of course) 
and copy on the picture side and a 
two-color teaser cartoon and a short 
copy block on the message side—are 
being sent to 33,000 auto dealers, 
1,500 top car manufacturing execu- 
tives and 1,600 leather executives on 
the first of every month from May 
through October. 


>A complete “set” of color cards is 
used effectively by some firms. Us- 
ing the same art—and sometimes by 
using screened positives of the orig- 
inal card, the same separations—such 
items as 214x314” business cards, 
342x5'e” postcards, 6x9” giants, 
84x11” salesmen’s sheets, 11x14” 
display pieces, etc. are prepared. 
Toledo Scale Co., for example, had 
Transcolor prepare 25,000 small 
214x34” business cards, 2,000 sales- 
men’s sheets in 842x11” size, another 
3,500 sheets in 812x11” for the com- 
pany’s house organ cover and is 
considering using the 11x14” size 
for window and counter displays. 





New! New! 
Sunbonded 


DAY-GLO 


Lasts twice as long! 


Now your 24-sheet 
showings will retain 
their brightness at 
least twice as long 
when you specify 
new Sunbonded 


DAY-GLO. 


SWITZER BROS., INC. 


FIRST NAME IN FLUORESCENT COLORS 
4732 St. Clair Ave. * Cleveland 3,Ohio 
IN CANADA: STANDARD SALES COMPANY 
4097 Madison Avenue, Montreal 28, Quebec 
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trading 


49 years of success — in 
designing and producing 
trading stamps for the 
country’s top users— have 
established EUREKA’'s 
leadership in the industry. 


49 years of experience en- 
able EUREKA to produce 
the best stamps, collection 
books, and premium cata- 
logs at the lowest prices— 
to ‘‘deliver the goods”’ in 
any emergency. 


Enlist this EUREKA know-how in 
your behalf. Expert consultation 
service available. 


Write for information and samples to: 


Eureka Specialty Printing Co. 
567 Electric Street, Scranton 9, Pa. 
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DON'T BUY 


COLOR POSTCARDS... 


Until you have compared our 
quality work and low prices! 


NO PLATE COSTS! 


order now for fall selling. 


NO EXTRAS! 


Use color cards now, at black and white prices — Shorecolor’s 
four-color brilliant natural color reproductions will sell your 
merchandise. Prices range from 1¥2¢ each for 6250, to nearly 
12¢ each, in large quantities. four-week delivery or better — 





Information on Postcards 


Additional details on picture post- 
cards, price lists and samples of 
typical advertising cards are avail- 
able from a number of sources. 
Among those offering such informa- 
tion are the following sources. To 
obtain material from these sources, 
just circle the number on the Read- 
ers’ Service card (inside the back 
cover of this issue) which corre- 
sponds to the number preceding 
each listing. 


328...Clarisse of Hannau (New 
York ). 

329 ...Colourpicture Publishers 
( Boston ). 


330...H. S. Crocker Co. Inc. (San 
Francisco ). 
331...Curt Teich & Co. Inc. (Chi- 


cago ). 
LOW PRICES EASY TO USE se thea Press (West Nyack, 
10 pt. glossy Krome-Kote — lac- Send Ektrachrome transpar- Ww: ¥.> 
quered finish. Four colors one side, ency or color artwork — or 333...Harrison Art Press (Phila- 
sales message in one color on the : delphia). 
reverse side. “ oo make photo in our 334...J. J. K. Copy-Art Photogra- 
6,250 $ 93 studios. phers (New York). 
12,500 148 ae 335... Koppel Color (Hawthorne, 
meee = EASY TO IMPRINT FOR | N. J.). | 
a a. DEALERS, AGENTS 336... ote — Service (New 
337...Nelson & Associates (De- 
SEND FOR FREE SAMPLE KIT A | troit). 


CLIP COUPON TO LETTERHEAD AND MAIL TODAY 338 ...Thomas B. Noble Associates 
(New York). 
339... Sherwood Press ( New York ). 
340... Steelograph Co. (New York). 
.+.Transcolor Corp. (New 
York). 
342... York Litho Co. (New York). 


SHORECOLOR, 1 


Please send me Free Sample Kit of Color Postcards. 


304 EAST 45th STREET 341 
NEW YORK 17, N. Y. 








> Almost as many different uses for 
the miniature 2144x3%4” or 234x314” 
sizes have been developed as for the 
standard size. In addition to use as 


Individual Name 
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Firm Name 
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| business cards, this size is well 
| adapted for any kind of information 
I nr Ee eee eh Ue inud untae eaes aes | intended to be carried in a billfold. 
>Mailing of picture postcards is 
le 054 60 0ed scene ede veseeen Zone..... kee ames 


simplicity itself. Regular cards, of 
| course, go for the 2¢ first class card 
. for more details circle 459, page 109 | rate; giants for the regular 3¢ first 
class rate. In addition cards can be 
mailed at bulk rates under mailing 
permits. 
Thomas B. Noble, head of Thomas 
| B. Noble Associates (New York), 
which specializes in high quality 
color cards, cautions that, while 
postal employes seem to have a 
healihy respect for picture postcards 
mailed at first class rates, bulk mail- 
ings—particularly of the giant sizes— 
often get rougher treatment, result- 
ing in dogears and bending. 

All-in-all, picture postcards offer 
a wealth of advertising possibilities— 
the full potential of which has barely 
| been tapped. 44 


Skill, Speed and Common Sense 


Here Type Can a SERVE You 
9 | 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Ave. * RAndolph 6-7292 * Chicago " 
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Neptune Storage used a series 
of four picture postcards to 
do an effective selling job. 
Producing the cards required 
plenty of ingenuity, but the 
end result was worth the effort. 


How Neptune Scored a Direct Mail 
- Success with Colored Postcards 


By Wilfrid S. Rowe 


The real estate agent grinned from 
ear to ear as Larry, one of our sales- 
men, and I eitered his office. He 
shook our hands warmly. At the point 
of bubbling over, he said, “I got a 
card from one of your drivers the 
other day. Wrote me all the way from 
Florida!”—and he pointed with some 
pride to a postcard propped up on his 
desk. In full color it showed a Nep- 
tune Storage truck rolling down a 
palm-lined road under a colorful eve- 
ning sky. 

Larry and I didn’t dare let our 
glances meet. We would probably 
have burst out laughing at the in- 
genuousness of the agent. 

Several times that morning the 
grin and greeting were repeated. 
“Darned nice of that driver of yours 
to take the time to write me. Nice 
picture, too,” is a composite of the 
remarks with which we were greeted. 
Meanwhile, other Neptune salesmen 
were receiving similar greetings. In 
the offices of many real estate agents 
and traffic managers, the cards were 
taped to a wall or propped against 
desk lamps. Not bad, having remind- 
er value added to impact. 


> Looking at both idea and campaign 
in retrospect, they stand up well 
under the critical gaze of hindsight. 
A hundred other ideas had been 
hatched and squashed. Dramatizing 
a moving van can seem pretty im- 
possible after that many rejects—the 


color postcard campaign did it ef- 
fectively. 

The idea behind this article is that 
if such a campaign can lift a mun- 
dane semi-rig out of the dust, you 
may be able to adapt the plan to your 
own brand of widget, though it may 
lack even the inherent romance of a 
brass-horned horse collar. 

The whole thing started with as 
vague an idea as you can imagine: 
‘“Let’s produce some color postcards 
of our trucks.” The first addition was 
the thought of using “good locale” 
background shots. Price-wise, sev- 
eral thousand each of four different 
cards seemed to fit the economics of 
the situation. From there on, it had 
to be “played by ear.” 


>The obvious way to go about get- 
ting four pictures of trucks in four 
different locations around the coun- 
try is to contact four photographers, 
either directly or through the truck 
drivers. The difficulties in that pat 
method are several: 


e@ Upon hearing the magic word 
“color,” a distant photographer might 
send a bill well out of proportion to 
the value of the shot. 


e@ His idea of a good picture might 
bear no relationship to our own. 


e There might not be a qualified 
photographer within a hundred miles 
of “location.” 


e Bad weather might be encountered 


at the time for which the shot was 
planned. 


e@ Time out for a photograph could 
upset a tight schedule. 


e@ The truck would probably be dirty 
(and 60-second washes are hard to 
come by away from home base). 


Any one of the foregoing reasons 
might have been sufficient to knock 
out the idea of hiring a “location” 
photographer; the six reasons com- 
bined killed the thought with the true 
finality of death. 


> Back at scratch, I made a new 
start. Letters were sent to several 
“locations” and they forwarded a 
number of usable photographs plus 
a number of glossies that simply 
could not be adapted to our purpose. 
(For example, Miami Beach’s pub- 
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COLOR POST CARDS 


3,000 cards from color transparency 
cost only 4¢ each including proof for 
color O.K.—to as low as $7.50M in 
quantity. Shows products in natural 
color for direct mail, dealer promo- 
tions, ad reprints and hundreds of 
other uses. Made by 4-color deep 
etch lithography on Kromekote, var- 
nished for brilliant color. Two popu- 
lar sizes: 34%x5% or 6x9. Samples 
and prices on request. 
TRANSCOLOR CORPORATION 

527 Lexington Ave., 

New York 17, N. Y. 
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4.¢COLOR 
ADVERTISING 
LITERATURE 


for the price of 2 


This free booklet explains how 
your advertising and sales 
literature can be produced in 
full col « ‘ithography at 

prices never before possible. 

H. S. Crocker’s exclusive 
Colorform method is even for 
a limited budget. 


Write today 
for your 

free copy 

to the nearest 
H. S. Crocker 
office 


Dept. A-8 


HW. S. CROCKER CO., INC. 

San Francisco 

720 Mission 
Chicago New York 
350 N. Clark 100 Hudson 


Los Angeles 

2030 E. 7th 
Baltimore 

1600 S. Clinton 
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licity department did not have a pic- 
ture of a thoroughfare that we could 
use. Road shots were either aerial 
views or head-on shots.) 

The San Antonio Chamber of Com- 
merce sent a picture of the Alamc. 
Washington State’s advertising com- 
mission furnished a view of Mount 
Rainier. The Redwood Empire Assn. 
gave a glossy of the Golden Gate 
Bridge. Ewing Galloway’s files 
turned up a good Florida scene. 

All the pictures lacked two ele- 
ments: a Neptune truck and—color. 
The Golden Gate Bridge and Florida 
scenes lacked a third element—a 
road. In the foreground of the first 
was nothing but the side of a hill. 
The Florida picture showed a palm- 
lined drainage canal. (Nevertheless, 
two traffic managers identified the 
road in the postcard. Said they had 
driven on it the preceding winter. 
Knew exactly where it was!) 


> Armed with the glossies of the 
four “locations,” we posed the model 
—a 36’ trailer and cab-over-engine 
tractor unit. Three pictures were 
taken of the truck to be compatible 
with the backgrounds. (The same 
shot was used for both the Florida 
and California pictures, making our 
model the only moving van to ap- 
pear simultaneously on both the 
East and West coasts.) 

The photographer, by using the 
location pictures in his printing 
frame, made enlargements of the 
truck photos the exact sizes required. 

A retouch artist wiped the license 
plates off the truck so that the cards 
would not be “dated” the following 
year. He cut out each truck in sil- 
houette and applied it to the back- 
ground. In the case of the Florida 
picture, the palm tree in the fore- 
ground was razored loose, a roadway 
painted over the drainage canal, the 
truck photo slipped behind the palm, 
and the truck’s shadow painted in 
carefully on the “road” beneath it. 
(Carefully? The sun is sinking far 
behind the truck, yet its shadow is 
directly underneath! Nobody else 
complained, so I won’t either.) 

In the view of Mount Rainier, a 
tall stand of conifers was added at 
the right to improve on Nature and 
provide a contrasting background for 
the truck. 

A highway was summarily in- 
stalled near the Golden Gate Bridge. 
It was of such surpassing workman- 
snip that the artist had to be coaxed 
to put a few nicks in the curbing! 


> Now we had four complete black 
and whites. The next step was to 
make Flexichrome negatives of the 
pictures and add color. 

Some slight initial difficulty in ob- 
taining the exact shade (yellow 
ivory) for the trucks was no real 


Want to get 
more Punch 
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Catalogs? 


— 
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portfolios 
sales kits 
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merchandise- 
presentations 


Fastest Service 
in Town 
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Ideal for Inspecting Dot Formation 
of Proofs & Plates! 

COLIGHT Illuminated 

10 POWER (4 

Colight 

MAGNIFIER, Cough? 
Double plano-convex lens corrected for spherical 
and chromatic aberrations, which means you see 
all detail without distortion, all colors in true 
relation. Self-contained illumination provided by 
two small flashlight batteries. Focus adjustment 
locks. Chromed. Pocket clip. Write for folder R. 
COLWELL LITHO PRODUCTS, INC. 
MINNEAPOLIS 15, MINN. 
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Decal Jobbers 
Profit from AR 


Morris Rabin, Sales Manager, 
Minute Man Decalcomania Co., 
writes, 


“Small space ads have pulled 
phenomenally inquiries 
turned over to jobbers and 
substantial number of orders 
already written ... great many 
large size orders now in proc- 
ess of being closed.” 


AR gets Reader Action 





problem. On a Flexichrome, if a 
color is wrong, you simply wipe it 
off and try again. Of course, some of 
the precise shading was lost in print- 
ing, but at this stage every detail was 
vividly true. 

The last step before handing the 
job over to the card printer was to 
shoot transparencies of the Flexi- 
chromes. 


> If you can adapt this sort of com- 
posite skulduggery to your own 
widgets, bear in mind that there is a 
difference in the technical quality of 
cards produced by various specialists 
in that field. It is advisable to com- 
pare before placing your order. The 
Neptune Storage cards were realis- 
tic enough to cause one over-the- 
road man to ask the driver of our 
“model” how he got his rig to Texas 
without license plates! (As far as I 
ever heard, no one but a few em- 
ployes ever noticed that they were 
missing. ) 

Terse copy about each location was 
printed in the upper left corner on 
the backs of the cards. Each piece of 
copy ended with a photo credit line 
that lent an air of authenticity, help- 
ing the cards resemble their five- 
cent cousins sold in stationery and 
souvenir shops. 

“Warm” copy, ostensibly signed by 
a long-distance driver, was repro- 
duced in facsimile handwriting. The 
letter shop amanuensis who prepared 
the copy also addressed the cards to 
foster the illusion of individuality. 

Cards were mailed about six weeks 
apart from appropriate post offices 
and traffic managers and real estate 
agents grinned warmly in apprecia- 
tion of the personal remembrances 
sent by the drivers. Well, they were 
partly right—Neptune truck drivers 
did mail the cards. 44 
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“Smedley, what's this I hear about you 
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FREE SAMPLES OF 
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THE VIRK () PROCESS 


Raised printing in brilliant sparkling colors at costs compar- 
able to ordinary two-color work. The VIRKOPROCESS is 
FPELIEL mom Cl mes. ee en eee CORSE LC MIE 
business, your business, and the effective use of our products. 
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NO OBLIGATION « WRITE TODAY 


VIRKOTYPE CORPORATION 
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LABELING & PACKAGING 


Show Your Wares 
To Sell Them! 


By Ernest W. Goldberg 
President 

GoldE Manufacturing Co 
Chicago 


One of the best ways to sell your 
wares is to show them. This princi- 
ple has proved sound in primitive 
and modern commerce alike, both 
where man is selling his own handi- 
work in a local market place and 
where a corporation is selling mass- 
produced goods in far-flung mass 
markets. 

The wide and increasing use of 
new devices for displaying goods 
and of see-through packages in 
stores today attests to the power of 
display to stimulate the interest that 
leads to sales. The “built-in” ability 
of products to help sell themselves 
need not be limited to the point of 
sale, however. 


Printed outline on new GoldE packages is a 
guide to neat and uniform placement of shipping 
labels. Old cartons are at right. 
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Through a new packaging design 
program that we have adopted at 
GoldE Mfg. Co., we put the inherent 
appeal of the product itself to work 
through all trade channels from fac- 
tory to consumer’s home. While we 
can not literally display our film 
projection and light projection 
equipment while it is being shipped, 
handled, warehoused and delivered, 
we do picture it literally in photo- 
graphic detail on the outside of 
bright, all-color corrugated boxes. 


> The product reproductions are 
taken from our catalog photographs 
and are printed by means of the new 
Multi-Tone process of Stone Con- 
tainer Corp. (Chicago) which makes 
possible the printing of graded-tone 
art on corrugated board. While tonal 
engravings are common in publica- 
tions, they represent a recent ad- 


& -@egsesnsi 


The mass of bright yellow and repetition of de- 


sign makes the packages stand out in the distrib- 
utor’s warehouse. 


vance in corrugated boxes, which by 
standard printing processes are lim- 
ited to line-drawing art. Stone Con- 
tainer’s exclusive process employs 
specially made flexographic plates 
and light-pressure techniques. 

Early in our quest of new packag- 
ing design that would draw attention 
in all its travels, we decided that we 
wanted illustrations of photographic 
character. As makers of photo- 
graphic equipment, we recognize the 
effectiveness of realistic photographs 
and also their appropriateness in 
promoting our kind of products. 

We were delighted to see the au- 
thenticity with which the Multi-Tone 
process captures precise details of 
our products, with such embellish- 
ing touches as soft highlights on con- 
tours and reflections from lenses. 
Even the universal appeal of a laugh- 
ing baby, pictured in a film slide 


Various truck trips, loading and unloading mean 
that the package’s colorful sales message 


reaches a large audience. 





GoldE Manufacturing Co. is getting a lot of added sales promotion through 
packages which carry illustrations of its projection and lighting equipment. 


held in a slide binder, is conveyed on 
our new packages. 


> All our new containers carry an 
integrated and quickly identified 
“package family” design theme and 
color scheme, which was developed 
after a thorough revaluation by us 
and our container supplier. In the 
course of the revaluation, we also 
consolidated 28 separate boxes into 
seven standard sizes, each suitable 
for various items. 

The product pictures appear with- 
in the frames of a large film strip 
band that runs horizontally around 
the box. Each package takes on the 
function of a “traveling catalog,” for 
it pictures not only the product it 
contains but also others in our line. 
A box has eight to 20 product pic- 
tures, depending on the package size. 

We chose yellow as an over-all 
background color that would be an 
eye-stopper. Overprinting in brown 
and gray ties in with the finish col- 
ors of our products and harmonizes 
with the box background. 


> Pictures of products other than the 
contents of a given box are chosen 
carefully to exploit various mer- 
chandising aspects. We try to ac- 
quaint viewers of the boxes with 
products that they may not have 
associated with us and we remind 
them of products they do know 
about. Thus, pictures of spotlights 
for displays are shown on boxes 
that contain film projectors and vice 
versa. Various models of basic equip- 
ment are illustrated, as are extra- 
sale accessories, like slide film index 
changers, binders and file cases. 


Suitable for display in retail stores, the package 
also can be used to illustrate the entire GoldE 
line to the consumer. 


The printed design comprises other 
important elements in addition to 
our gallery of products. The distinc- 
tive GoldE logo and the company 
signature are featured prominently 
on opposite sides, while the ends 
carry our slogan, “The finest in color 
balanced light projection equip- 
ment.” On a top flap which faces the 
customer upon opening the package 
is a legend that repeats the slogan, 
with congratulations on the purchase. 

Outline blocks for shipping labels 
are printed on one end and the top 
to help keep a neat appearance. Han- 
dling instructions, including “do not 
drop” in novel broken letters, also 
are printed on the boxes. A list of 
the various items that may be 
shipped in a given box is printed on 
one end, and the specific contents 
are checked off when the box is 
packed. This list also serves as a re- 
minder of other GoldE products. 


When the GoldE carton arrives in the home, it is immediately the center of attention. Its 


> From the reports we have received 
since introducing our new all-color, 
illustrated package family, we are 
convinced of the value of the bill- 
board potential of shipping boxes. 
An attractive box makes favorable 
sales impressions wherever it ap- 
pears, whether carried in a truck, 
unloaded on a sidewalk at a distrib- 
utor’s or dealer’s, exposed in a store 
or delivered to a home. Each box 
may be seen by hundreds of persons. 

Our new packages are building up 
company and product identity, 
whereas our old ones, with some 
black printing on plain kraft, lacked 
unity and strong visual appeal. Not 
only do our new boxes compel atten- 
tion individually, but in stacks their 
concentration of vivid color and rep- 
etition of design multiplies the im- 
pact. 

Our distributors and dealers can 
tell a GoldE package at a glance— 


brilliant 


colors and attractive design create a lasting impression and help to win further sales for GoldE’s 


photographic equipment line. 
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and that’s a situation we like. And 
unlike an ordinary shipping con- 
tainer, ours can very well lend itself 
to display on a retail floor or counter. 


>» Consolidation of packages has 
brought advantages in filling orders. 
Some multiple orders can be filled 
with one new box that holds several 
units of an item rather than with 
single-unit boxes. We encourage 
placing of orders to conform to pack- 
ing schedules for multiple-unit 
boxes. This helps assure ample 
dealer stock, avoids splitting of ship- 
ments and simplifies selling, han- 
dling and record keeping. 

We estimate that our packaging 
revaluation will produce enough sav- 
ings in labor, inventory and other 
costs to pay for blanketing our pack- 
ages with color and printing a potent 
new merchandising design. But 
whether or not the net packaging 
expense increases with the addition 
of color and design, we feel that the 
advertising space of shipping con- 
tainers, which in itself costs nothing, 
is too valuable not to be used for 
effective sales messages. 44 


Magnacraft Introduces 
New Labeling Machine 


A new one-operator magazine la- 
beling machine has been announced 
by Magnacraft Mfg. Co. (Chicago). 
The new unit can be operated by 


anyone without previous experience, 
according to the manufacturer, and 
is simple to set up and easy to adjust. 
Perfect label alignment at all times 
is stressed as a feature of the new 
machine. 

The magazine labeling machine is 
adjustable to handle magazines of all 
standard sizes and shapes. 

Descriptive literature is available 
from the manufacturer. 


For your copy circle No. 343 on the 
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Hankie Sellers . Designed for self- 
service sales in supermarkets and drug 
stores, these cellophane wrappers for Cop- 
perchief handkerchiefs contain multiple 
units of six or eight handkerchiefs. The 
packages are printed in a combination of 
black and copper tan colors. Cello- 
Masters Inc. (New York) designed and 
produced them. 
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Facts on Labels A booklet pub- 
lished by Denn'son Mfg. Co. outlines 
eight ways that an informative label can 
help sell a product and answer salespeo- 
ple’s and consumer's questions. Shown is 
the attractive cover of the booklet. 


Booklet Outlines Why 


Use Informative Tags 


Why products should be labeled 
with an informative tag is outlined 
in a new edition of “If You Could 
Only Be At Every Point of Sale,” a 
booklet published by Dennison Mfg. 
Co. (Framingham, Mass.). Eight ways 
in which an informative label can 
help sell your product are listed: 
1. Assisting the merchandise buyer 
... By giving the buyer facts on ma- 
terials, construction, etc. you can in- 
fluence him to choose your product. 
2. Educating retail salespeople .. . 
Informative labeling is a sure way of 
presenting your sales story to retail 
salespeople. 

3. Increasing profitable self-selling 
... By telling the customer on a label 
or a tag what your product is made 
of, what it can do, etc., you can 
create interest and impulse sales. 
4. Getting around “price” competi- 
tion . . . An informative label can 
take the prospect’s eye off price and 
focus it on the facts about your prod- 
uct that “explain” its price. 

5. Making auvertising more effec- 
tive ... You can tie-in with salient 
points mentioned in your advertising 
and remind the consumer of them 
with an informative label. 

6. Establishing your trade name... 
The label or tag on a product links 
your brand name with its selling 
features. 

7. Reselling purchasers after the sale 
... You can repeat your sales story 
with an informative tag after the 
purchase has been made. 

8. Reducing losses on “returned 
goods” .. . You can protect yourself 
with a label that gives instructions 
on use of the product. 


The illustrated booklet also pre- 
sents practical suggestions on what 
type of information should go on 
informative tags, and tips on design. 
A number of examples of advertisers’ 
uses of tags are shown. 
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Introduce New Spray-on, 


Peel-off Plastic Coating 


A new type of plastic packaging 
that sprays on and peels off has been 
announced by Munray Products Inc. 
(Cleveland). Named “Peel-Kote,” 
the new product is especially suit- 
able as a protective coating for 
highly polished metal items, metal 
building materials, polished marble, 
hardware, hospital, medical and 
kitchen equipment, and metal furni- 
ture. 

Peel-Kote reportedly possesses 
high adhesion characteristics and at 
the same time, will peel off easily in 
continuous strips. The coating is 
usually sprayed on, but special for- 
mulas have been devised for dip- 
ping. The company also says that the 
plastic material has a high degree of 
elasticity and resistance to abrasion. 

In ade‘tion to its easy application, 
in many cases the covering can be 
left on during final installation to 
give maximum protection to easily 
damaged surfaces up to the time of 
final use. 

Additional details are 
from the company. 
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available 


Easy Does It . . . Model demonstrates how 
a new plastic coating, ‘‘Peel-Kote,”’ strips 
off easily. The new product, which is 
sprayed on, is especially suitable for pro- 
tecting highly polished metal items, such 
as silver candlesticks and delicate machine 
Parts. 





The right choice of material can mean the differ- 
ence between a carton that’s just a package and 
one that acts as a powerful selling tool for your 
product. When you select Gair as your folding 
carton supplier, you can make your choice from a 
wide variety of materials. 


For increased eye-appeal, you may want the 
sparkling beauty of foil-laminated board . . . or the 
crisp whiteness of clay-coated stock...or the 
transparency of Plastafol. 


If additional protection will help sell your product, 
Gair can make your carton of high-strength 


One of the features 
of Gair’s Coordinated 


Packaging Service 


ethylene . . . or laminate rust-resistant paper to the 
board. 


To meet your particular requirements — whether 
you need a special material or standard stock — 
Gair produces a broad range of paperboards and 
paperboard combinations for Gair folding cartons. 


Add this choice of material to the other features — 
structural design, graphic design and its faithful 
reproduction, carton production, expert help on 
mechanical packaging — and you have the story on 
Gair’s Coordinated Packaging Service. 


Write for a copy of Cartons by Gair. Please 
address request to Dept. 72. 


Tufbord ...or coat the inner surface with poly- 
FOLDING CARTONS 
SHIPPING CONTAINERS 


as i 


ROBERT GAIR COMPANY, INC. + 155 EAST 44th STREET +» NEW_YORK 17 
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NASHUA 
Sales Impulse Bands 


Give your 
» product 

} seasonal 
appeal — 










“Tie” products together 
for special promotions 





Here’s a low cost way to “package” 
your product or combination offer 
and get maximum sales impact. 
Nashua wrap-around bands are 
self-sealing. A touch of the band 
ends together produces a firm, 
permanent seal. No machinery is 
required to apply. 

Use Nashua Sales Impulse Bands 
to give products better brand iden- 
tification or a seasonal boost. . . to 
add brightness and pick-up appeal 
... for “packaged deals”. Available 
with either self-sealing or moisture- 
sealing ends. Designed to your 
package specifications. 

SEND FOR NEW BOOKLET, “Anything 


you can band, you can BRAND”, 
and free samples. , 





NASHUA CORPORATION 


| Sure-Hold Division 

| Dept.H-6, 44 Franklin Street 
Nashua, New Hampshire 

| Please send your new booklet, 

| aeerance you can band, you can 
BRAND”, and free samples of 

a Self-Sealing Sales Impulse 

ands. 

| 

| 

| 

i 
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Display Panels . . . This new box to intro- 
duce a new postcard printer, the Post 
Master, features different panels that can 
be used to build a display. Each pane! 
points out a different feature of the post 
card printer. Supplies that are included 
and the printer can be effectively dis- 
played in front of the piled boxes. 


Market Postcard Printer 
In Unusual Display Box 


An unusual combination storage 
case and display box has been devel- 
oped by Master Addresser Co. (Min- 
neapolis) and Wm. L. Baxter Adver- 
tising Co. (Minneapolis). Designed 
for packaging and selling a new low- 
priced spirit postcard printer, the 
attractive box offers dealers oppor- 
tunities for creating eye-catching 
displays. 

The box is printed in three colors. 
Each panel on the box contains a dif- 
ferent art design and different copy. 
By piling a number of boxes on top 
of each other, with each of the differ- 
ent panels showing, dealers can build 
an interesting and informative dis- 
play, using only boxes. In addition, a 
large five-color, lighted display piece 
is also available to the dealers. 

The new postcard printer, called 
the Post Master, is a spirit printer 
which can be set up to print almost 
any copy and design user desires. It 
is priced at $11.95. 44 


Plastic Vials, Tubes 
Described in Folder 


The advantages of using plastic 
vials and tubes for packaging small 
items are listed in a folder, “How to 
Package Small Items,” issued by 
Lusteroid Container Co. (Maple- 
wood, N. J.). 

Among the advantages outlined in 
the folder are: lightweight, economi- 
cal, tough and shatterproof, maxi- 
mum visibility and attractive ap- 
pearance. In addition, the folder il- 


lustrates seven different companies’ 
uses of the vials—ranging from pack- 
aging fishing tackle to artists’ glitter. 

The vials and tubes are available 
in sizes from %4 fluid ounce, 4x3" to 
3 fluid ounces, 114x5”. The Lusteroid 
tubes are produced in either clear or 
opaque plastic, in all colors, with a 
choice of cork, plastic plug, metal 
slip en or screw cap closures. 

The folder also shows the types of 
labels that can be attached and the 
printing can be done on Lusteroid. 
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Old and New Designs Used 
In Unique Whisky Package 


A modern foil bag has been com- 
bined with a hundred-year-old bot- 
tle design to form a striking com- 
bination package for a J. W. Dant 
Distilling Co. (Gethsemane, Ky.) 
whisky. 

The unusual bottle is packaged in 
an aluminum foil and laminated 
kraft paper bag. Copy on the bag 
tells the history of the bottle design 
in the form of a message from the 
president of the distilling company: 
“This bottle you’re holding is an 
exact replica of the one grandfather 
Dant used to serve his friends from 
back around 1850. We found the 
original when we were cleaning out 
an old warehouse. 

“You see, back in those days, folks 
mostly purchased their whisky in 
gallon and 2-gallon demi-johns. But 
it wasn’t considered exactly good 
manners to serve your friends from 
a jug. 

“That’s how the little tip bottle 
came into use. They cailed them ‘tip- 
pers’ or ‘finger tippers’ because it 
was easy and convenient to pick the 
bottle up with two fingers and ‘tip’ 
your friends a drink.” 

The modern Dant “tip” bottle ac- 
tually has a streamlined contempo- 
rary appearance with its unusual 
“dimple” finger grips. The attractive 
foil bag was produced by Central 
States Paper & Bag Co. (St. Louis). 





The “Tip” Bottle . . . This striking bottle 
with the ‘‘dimple”’ finger grips is a replica 
of a 100-year-old bottle. Called the ‘‘tip’’ 
bottle, it is packaged in aluminum foil 
bags which tell the history of the bottle 

44 
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and save us time and money 
— in every department |” 


® On the production line or on the product... 
in the shipping department, warehouse or of- 
fice...engineering, inspection or research...in 
maintenance or management...every place you 
need to mark or label, Avery can save you time 
and money —can simplify and speed your work. 


@ Avery Pressure-Sensitive Labeling is differ- 
ent because there’s no licking or moistening 
...no sticky or messy fingers...and no waste 
motion. They re self-adhesive...on at the touch 
of a finger—and theyre tight, right now! 


@ Avery Dispensers—either manual or electric 
—are available to give you low cost, depend- 
able labeling. They're inexpensive to own and 
operate...need no special or skilled labor. 
They'll work into any production line—at any 
desired speed. 


@ Write today for details, free samples and 


case histories of Avery Pressure-Sensitive 
Labeling! 
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SPECIFICALLY SPEAKING... 


The “Micalite” tops on Virtue Brothers 
Mfg. Co. Dinettes do more than 
sparkle on showroom floors. They 
speak! Dressy Kum-Kleen labels sing 
saleable features ...command 
attention. They give the “feeling” 

of added value. They state facts. They 
merchandise and sell; and, having 
done their job, they peel off as easily as 
they were applied. Kum-Kleen labels 
are masters of a thousand hard-to-label 
surfaces. Unmatched in quality... 
best in value. Our services 

are yours...for a postcard! 


AVERY ADHESIVE LABEL CORP., Custom Div. 113 
117 Liberty Street, New York 6 ¢ 608 South Dearborn Street, Chicago 5 
1616 S. California Ave., Monrovia, Calif. ¢ Offices in other principal cities 


CT Please send case histories ] Have the Avery Label 
and free samples “— man call 


I atceeie 
Company 
Ce 


Our Business Is_ 
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Plastic Utility Bottles 


Illustrated In Brochure 


Unbreakable plastic bottles are de- 
scribed and illustrated in a new 
brochure put out by Plax Corp. 
(West Hartford, Conn.) Made of 
polyethylene, the Plaxpak bottles 
range in size from one pint to two 
gallon capacities. The brochure lists 
several advantages in using the plas- 
tic containers, including their light 
weight, non-shattering and non-cor- 
rosive qualities. 

Two new styles added to the Plax- 
pak line—the one gallon jug and a 
wide mouth jar—are also shown in 
the brochure. Some of the many uses 
for the bottles are for suntan oils, 
chemicals, shaving creams, medi- 
cines, etc. 
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Shock Absorbent Liners 
For Packages Described 


A line of protective packaging ma- 
terials, including special absorbent 
materials for packing ceramics and 
lining flower boxes, etc., is shown in 
a catalog of brochures issued by Jiffy 
Mfg. Co. (Hillside, N. J.). Special 
padded shipping bags also are de- 
scribed. 

The shock absorbent materials are 
available in three different types: 
Kushion Kraft, a resilient packaging 
cushion material composed of sev- 
eral plies of processed and rugated 
kraft paper; Custom-Pak, soft cush- 
ioning made of rugated facial tissue 
with optional kraft backing sheets, 
and the Special 4-Way Wrap, a 
tough pliable material consisting of 
one layer of processed and rugated 
kraft with smooth kraft backing 
sheet. These three protective mate- 
rials are valuable for packing fine 


Pega 
+! 





Four-In-One Speed Products Co 
(New York) adopted this new combina- 
tion shipping carton and display package 
for its 4-in-one ‘‘Swingline’’ staplers. 
The package allows display of four sta- 
plers, showing the four different colors 
Speed Products attracted attention last 
Christmas with its stuffed kangaroo dis- 
plays (‘A Kangaroo Steals the Show,”’ 
Dec. 1953 AR) 
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Boxed Smoke . . . This outdoor chef is 
busy imparting a tangy hickory flavor to 
his steaks, using pre-packaged hickory 
smoke rings. Virginia Hickory Products 
(Marion, Va.) produces the little wooden 
rings complete with bits of authentic 
bark. Hinde & Dauch Paper Co. (San- 
dusky, O.) designed the handle carton. 


CUCECORCOEOGECCCOOOEOCROOEOOECOGUREUEOOCEGHECROOEORECOREERR ERROR GEROReRORRtEEE 


scientific instruments, glassware, 
tubes and electronic equipment, and 
other delicate objects. 

Jiffy’s padded shipping bags are 
available in three sizes—ranging from 
6x10” up to 84x14%”’. They espe- 
cially are useful in mailing small 
electrical parts, photographs, ma- 
chine parts, books, quantities of 
printed material, printing plates and 
small hardware. With the padded 
shipping envelope special set-up 
containers, twine, etc., are elimi- 
nated. Using the Jiffy bag involves 
three simple steps: Insert the item 
into the padded envelope and fold on 
the scored line, then staple or close 
with tape. No cardboard or other 
protective material is needed. 

Additional information on the pro- 
tective materials and the padded en- 
velopes is included in Jiffy’s series 
of brochures. 
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New Cellophane Guide 
Outlines Applications 


Designed to help all users of con- 
verted packaging materials, a new 
guide to the selection and applica- 
tion of Sylvania cellophane has been 
issued by the Sylvania Division of 
American Viscose Corp. (Philadel- 
phia). 

The guide recommends which type 
of cellophane should be used in 
packaging items such as_ bakery 
goods, dairy, fresh vegetables, meats, 
textiles, tobacco and other miscel- 
laneous producis. The guide explains 
the code numbers used in the listings 
and makes general suggestions on 
the type of cellophane needed for a 
variety of uses. 
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Package Design Ideas 
Fill New Sutnar Book 


The visual image transmitted by a 
package forms the main theme of a 
new book, “Package Design: The 
Force of Visual Selling,” by Ladis- 
lav Sutnar. The 128 pages and 545 
photographs that illustrate this 
theme make a handsome book that 
offers a myriad ideas. 

Mr. Sutnar expresses the opinion 
that a package should, of course, 
protect and sell the product, but in 
addition, there is the importance of 
its visual impact. He writes, “A 
package should reflect the delight of 
a purchase ... A package should 
flatter its purchaser ... A package 
should imaginatively project its 
product beyond the present and be- 
yond provincial locales.” 


Mr. Sutnar, who is an active de- 
signer in New York and was once 
a leading designer in Europe, pre- 
sents an array of package designs, 
tie-in ad illustrations and point of 
sale materials to reflect his ideas. 
The result is a striking book filled 
with design ideas. 

Four main types of products are 
used to illustrate the author’s obser- 
vations: foods, household articles, 
perfumes and cosmetics. With each 
section, Mr. Sutnar includes some 
copy pondering the psychology and 
the customs that underlie the cus- 
tomer’s reasons for purchasing each 
type of product. Of special interest 
are such chapters as packaging for 
new buying habits, perfume as a 
symbol of elegance, and packaging 
for self-service. 

The book’s format is attractive 





including a washable binding—and 
the photographs and layout are good. 
It was published by Arts Inc. (New 
York) and is priced at $9.75. 44 





Nautical Motif . . . This new package for 
SeaPak’s frozen shrimp features a nautical 
motif—the background design suggests a 
fishnet while a ship’s wheel ties in with 
the brand name. The new package also 
plays up the quick cooking and easy-to- 
prepare selling features of the shrimp. 
Marathon Corp. (Menasha, Wis.) pro- 
duced the package. 
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PLASTICS DIVISION » MONSANTO CHEMICAL CO. + SPRINGFIELD, MASS. 


Intricate Design 
Easily Molded 
in Lustrex Styrene 


Complicated package designs are often simply and econom- 
ically executed when plastics are brought into the picture. 
The illustration shows the number of items that this com- 
partmented Lustrex styrene box (only 614” x 318” x 114”) 
will hold. Look carefully and you'll see ten spools of thread 
in 10 different shades, one tape measure 60 inches long, 
five dozen needles in assorted sizes, 106 common pins, and 
a thimble (also made of Monsanto Lustrex styrene plastic). 


bnencnesetl Six compartments, three different shapes, all molded in one 
ADHESive TAPE 


fast operation! 
The compartments in the front of the box have the 
a os + . - . ° ‘ 
ADHeEsive TAPE ” jchuvenafeohmen names of the items they are to hold molded right in the 
- 4 - . ° ° . 
= bottom — so milady will not place the thimble in the tape 
‘ it | aperture, or vice versa. The needle and pin compartments 
ADHESive TAPE } i . ; . . 
are rounded so the items can be easily removed without 
pricking fingers. A molded ridge in the thread compart- 
ment keeps the spools in place. 


‘ Molded by Flambeau Plastic Corp., Baraboo, Wisc.. 
Styrene Dispenser Cuts | 


the box has a snap closure which stays closed, yet is easy to 
Adhesive Tape open. The cover is held with three ever-tight hinges. 


The box is an excellent counter display item — light 


Easily, Quickly, Safely weight, practical for home use and ideal for the traveler 


A recent Johnson & Johnson consumer survey revealed that 
the one thing customers disliked about adhesive tape was 
the difficulty they had in cutting or tearing it off at the 
right length. The result is this new Cut-Quick* Roll for 
their Red Cross Tape which once and for all eliminates the 
use of scissors, prevents broken fingernails and twisted tape. 

This convenient package is molded of white Monsanto 
Lustrex styrene with a sliding metal safety cutter on the 
side. The user simply pulls out the tape to desired length 
and closes the safety cutter to snip it off. It's as easy as that! 

Developed by the Plastics Division of Curtiss-Wright 
Corporation, Carlstadt, N. J., the roll features product iden- 
tification in clear, attractive two-color offset printing on 
the side. The possibilities of printing on styrene with 
high speed multi-color presses add greatly to the value of 
Monsanto Lustrex as a packaging material. 

Though round in shape, the new Johnson & Johnson 
package is very handy for the retailer to display. It has 
special interlocking molded grooves on each side so that it 


can be easily stacked on shelves without danger of tipping 


Res Johnson & Johnson Co 





METAL BOTTOM 


Transparent Cookie Jar 
Builds Sales, Lowers Costs 


The old-fashioned crockery that used to hold the molasses 
cookies of grandma's day is gone from the shelves, and the 
cracker barrel has disappeared from the general store. Alas, 
even the general store has disappeared in most areas. Tak- 
ing its place is the smooth efficiency of super-marketing 
which, however, still respects the old-fashioned notion that 
what is out of sight is out of mind. 

Consequently, transparent, functional packaging is one 


of the hallmarks of the new era. A typical example is the 


cookie “Showbox’* designed and fabricated by Central 
States Paper and Bag Co., Inc., St. Louis. It is constructed 
of Monsanto's .020 gauge Vuepak cellulose acetate rigid 
film and measures 1012” in diameter by 12” deep. 

The cookie “Showbox” was designed for Jack's Cookie 
Co., Baton Rouge, La., and has been extremely effective in 
building sales. It replaces the heavy jars previously used, 
which were expensive and subject to breakage. Clumsy lids 
were easily dropped and broken, meaning that the entire 
unit—and sometimes even a showcase —had to be replaced 

The use of the “Showbox” has eliminated such prob- 
lems entirely while actually improving on the original 
container. For example, Vuepak’s clear transparency makes 
the contents more visible, and much finer, more colorful 
printing is possible on Vuepak than could be duplicated 
on other transparent materials. The pressed metal top and 
bottom add rigidity and strength without increasing weight 


substantially nor detracting from the full-view transparency. 


*Registered Trade Mark Central States Paper and Bag Co., Inc 


CROSS SECTION VIEW 


VUEPAK | Improved double interlock bottom 
ACETATE | roll securely grips the Vuepak ace- 
tate rigid film with the metal bottom 
seam. Provides an air and water 
tight seal without heat treating. 


> 


Soft 

Sponge Mop 
Ideal Tie-in 
for Grocery 
Products 


Here is a really modern dish mop that is right in step with 
the colorful parade of cellulose sponges on the counters and 
aisles of supermarkets and self-service stores. A “natural” 
as a premium item, the cellulose sponge mop head comes 
in attractive pastel shades and is shaped to reach easily into 
glassware, bowls, bottles, and for cleaning other hard-to-get- 
at utensils. A product of the Kellogg Brush Manufacturing 
Co., Westfield, Mass., it has a flexible, spring wire handle 
with a molded Lustrex styrene grip in sparkling colors to 
attract the consumer's eye. To keep the mop soft and ap- 
pealing to shoppers, the sponge is moistened slightly and 
then packaged in an air-tight polyethylene bag, as shown, 
sO it retains its spongy resiliency while on display. 

The handy mops are packed one dozen to an attractive 
counter display box and fair-traded at retail. Write direct 


to the manufacturer for further details. 


Styrene Container Solves 
Suture Identification Problem 


A switch from cardboard to plastic has solved « major 
packaging problem for Ethicon Suture Laboratories, Inc., 
leading manufacturer of textile surgical sutures. The prob- 
lem was to provide a means of easy identification for dif- 
ferent types of sutures in a dispensing container. The answer 
is a new, cylindrical container, developed by Tri-State Plastic 
Molding Co., Inc., Henderson, Ky., molded entirely of 
Monsanto's Lustrex styrene. A pressure-fitting cover of 
crystal Lustrex forms the main body of the container and 
permits full visibility of contents that enables doctors and 
nurses to quickly identify various suture types. In addition, 
color-keyed opaque base sections indicate the type of suture 
held: red for silk, green for nylon, blue for cotton. A 
molded-in spindle mounted in the base section holds the 
suture spool in position. 

Simplicity of design, economy, and the advantage of 
a color code at no extra cost, were all factors leading to the 
selection of the plastic package. Although sterility was not 
a problem in this case, the Tri-State containers effectively 


protect contents against dust and contamination. 





Puewusn, Kound-lyp 


Premiums don’t have to be expensive — but they must be 
quality products, well made, and appealing to the general 
consumer. Very simply, they must in themselves be a real 
value if they are to do a job in stimulating extra sales for 
your products or services. 

The plastic products shown on this page fill all the 
requirements for successful premium tie-ins and sales pro- 
motions. They are manufactured to offer top value not only 


attention to your product and create a definite “want” in 
the buyer's mind as she shops her favorite store. 

These products have already proved that they can pull 
many Customers into stores with the pre-conceived idea of 
buying. They have also proved that they can help accentuate 
impulse buying when they are properly displayed. For fur- 
ther information regarding colors and prices get in touch 
with the companies indicated, or write direct to Monsanto 


to the merchant but to the consumer. They can attract Chemical Co., Plastics Division, Springfield, Mass. 


CORN SERVER 


Jaydon, Inc. 
482 Broome Street 
New York 13, New York 


PAPER NAPKIN DISPENSER 
Almac Mfg. Co. 
9641 El Poche 
El Monte, Califernia 


es eS 


ADDING MACHINE PENCIL BOX 
Sterling Plastics Co. 


1140 Commerce Avenue 
Union, New Jersey 


FLEXIBLE DOOR STOP 


Windman Brothers 
3325 Union Pacific Avenue 
Los Angeles 23, California 


BABY’S DISH 
Excello Baby Plate Co. 
200 Fifth Avenue 
New York 10, New York 


PICNIC PLATES 
Alladin Plastics Inc. 
5771 West 96th Street 
Los Angeles 45, California 





Can a Stock Package solve your problems? 


Monsanto maintains a large Stock Package Information File a plastics company in your area is molding a stock package 


to help you solve any packaging problem you may have. that will be just the thing you need. 


Every day, more manufacturers and suppliers are turning to Listed below are just a few of the stock packages which 


plastics as the modern, economical, efficient way to package 


are catalogued in our files. If you don’t find one here that 


their goods. And their customers are finding that the mer fits your needs (or want further information) write direct to 


chandise moves faster when packaged this way. Monsanto Chemical Company, Plastics Division, Springfield, 
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The 1954 Ford Bows 


By Haviland F. Reves 
AR Detroit Correspondent 


The dramatically new visual pres- 
entation medium of CinemaScope 
was selected by Ford as the focal 
method to introduce its 1954 models 
to the people who would sell them. 
The possibilities and the limitations 
alike of the new process are signifi- 
cant advertising developments, and 
the Ford experience paces the field 
that may well be followed by a large 
segment of industry within the next 
few years. 

The revolutionary changeover of 
the motion picture industry through 
CinemaScope has been one of the 
quickest transformations in any 
major industry. The first feature in 
the new medium, “The Robe,” was 
released last fall—today most the- 
aters in the country that expect to 
survive are contracting for suitable 
equipment installations as fast as the 
factories can turn them out. 


> Ford Division of Ford Motor Com- 
pany—which is responsible for Ford 
passenger cars and trucks—had at 
the helm of its visual vresentation 


in CimemaScope 


activities a man who was looking for 
new ideas in presentation media 
Frank J. McGinnis, assistant general 
sales manager in charge of adver- 
tising, sales promotion and training. 
It was his job, year after year, to 
‘put the show on the road”—to intro- 
duce the new models to dealers and 
salesmen. Live presentations, nar- 
rators, slidefilms, motion pictures 
and numerous other media have 
been utilized. 

When McGinnis learned of the 
purchase of rights to the anamorphic 
lens, the basic tool of CinemaScope, 
by 20th Century-Fox, he was im- 
mediately interested, took the oppor- 
tunity to attend a special screening 
of clips of work done with the lens, 
presented chiefly to its stockholders 
by Fox late in the spring. That series 
of showings, in a few key cities, 
put CinemaScope on the front and 
business pages—and a few weeks 
later the big news was that Ford 
had acquired exclusive automotive 
industry rights to the process for 
one year. 


>Ford’s use of CinemaScope at 
present is concentrated in two 28- 


minute films, actually produced as 
a single film product—one devoted 
to passenger cars and one to trucks. 
They were designed for presentation 
primarily to dealers and salesmen 
and not for the ultimate car pur- 
chaser—but, up to Apr. 1, over half 
a million people had seen them. 

Viewing CinemaScope as an ef- 
fective—and expensive—selling tool, 
Ford has utilized it to push the sell 
behind the selling. The present lim- 
itations on the number of places 
where these films can be shown, 
until more installations are made, 
made this policy necessary, regard- 
less of other considerations, for 1954. 

The films were first presented in 
the 33 Ford district cities through- 
out the country, over the period of a 
week, in Dec., 1953. About 40,000 
dealers and their salesmen saw it at 
this time. 


>The fairly traditional pattern of 
a sales meeting was followed —a 
presentation of the film at the morn- 
ing session—necessarily in a rented 
theater, usually a deluxe house 
Company sales objectives and poli- 
cies and pertinent business and sell- 
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ing data were presented by speakers, 
using appropriate visual aids. 
Luncheon followed —and then the 
salespeople saw the first display of 
the line of ‘new models. 

The format was traditional, but the 
injection of CinemaScope made it 
possible to do several things that 
are peculiarly the properties of the- 
atrical and advertising showman- 
ship: 

1. It was first a new way of present- 
ing the new line in an attention- 
arresting manner. 


2. It allowed the presentation of de- 
tails to a large audience at one time. 


3. Like any theatrical presentation, 
the film was addressed to each spec- 
tator individually, giving him an in- 
dividualized inside view of the new 
line. 


4. Details that would be missed in 
any ordinary inspection of the new 
models were shown by the resources 
of film production. Typically: ~ 

e The upholstery color scheme. This 
was done by a special styling dis- 
play of 23 complete car seats, each 
done in a different color scheme, 
viewed individually as the camera 
trucked down the display—and col- 
lectively in a massive presentation. 
e The body color scheme, presented 
vicariously through the use of 25 
attractive models in evening gowns 
showing each of the 25 one and two- 
tone choices. 

e Animated operation of the new 
details like electric window lifts or 
operation of the power seat adjust- 
ment. 

e The new Ford development of ball 
joint suspension, which cannot be 
adequately seen by just looking at 
the car, was visually presented in 
a manner that took the spectator 
right inside the mechanism of the 
car. 

5. The large scale of pictorial pres- 
entation made it possible to take the 
individual salesman or dealer right 
in under the hood, let him look 
where he’d like to look—a method of 
acquainting him with the car more 
thoroughly than would the later 
showing of the actual car itself, 
where he would be just one of a 
large crowd—not the one for whom 
the picture was produced. 

6. The picture presentation, with its 
great width, allows a wider and more 
impressive picture than any other 
available method. 


7. Stereophonic sound—in brief, 
sound apparently originating at the 
point of action on the screen .. . or 
elsewhere in the house—was avail- 
able for added effect. Full utilization 
of this was not made in the first 
script, but it was effective as models 
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Showman 


... Frank J. McGinnis, in charge 
of the Ford dealer shows, originated the 
idea to use CinemaScope. 


crossed the wide screen, or cars 
roared around the test track. 


> Needless to say, the films are in 
full-color. The film on the passenger 
car has a slight plot thread ' ylding 
it together: A car dealer and his 
wife and daughter arrive by plane. 
There are some stirring air views as 
the plane sweeps down the Detroit 
River and over the Rouge Plant to 
a realistic landing. They are taken 
to the styling section, where a spe- 
cial “play within the play” intro- 
duces the features of the new car— 
as design features. The girl becomes 
impatient to see and drive the car— 
and highway and test track demon- 
strations follow. Smoothness of ride, 
steering control, acceleration and 
other qualities are given perhaps the 
most realistic demonstration ever 
presented on a screen for 
mercial purposes. 

This film is “all sell,” but it has 
enough general interest appeal to 
hold a public audience who could 
walk out at any point, as observed 
at the Ford Rotunda in Dearborn. 
The truck film, of equal length, has 
a different appeal, to a more spe- 
cialized and probably pre-interested 
group. No footage is devoted to 
establishing a “plot’”—this film shows 
the complete line of trucks in action, 
with their competitive advantages. 
Prestige is derived from the use of 
new fleets of nationally well known 
firms—impressive to the truck buyer 
because it shows what the other 
fellow in his line is actually doing 
with this equipment. Both films were 
shown to the dealer-salesmen meet- 
ings; later showings have generally 
concentrated on the passenger car 
film for general audiences, and the 
truck film has generally been di- 
rected chiefly to fleet owners and 
others specially interested. 


com- 





> At the meetings—which were some 
two weeks in advance of display of 
new cars to the public—dealers were 
advised that they could secure prints 
for special showings to important 
groups, to the public—in fact in any 
effective way that they could work 
out at the local level. This program 
has been snowballing, with new 
showings being arranged months 
afterward in the various districts. 
Figures are incomplete, as_ these 
showings have been arranged locally 
and not on a national basis. 

At least two-thirds of the dis- 
tricts have been arranging special 
screenings, ranging from one or a 
few to many. 

In Oklahoma City it was given a 
record 39 screenings along with the 
regular film bill at a first run motion 
picture theater. This was typical of 
instances where the theater man- 
ager saw the entertainment value 
of the film as it was screened for 
the dealer meeting—and asked to 
have it for a regular show. A theater 
in Pittsburgh ran it for a day; one 
in Roanoke, Va., ran it with the reg- 
ular show for a week. Length of the 
“run” was dependent largely upon 
local program considerations. 

Such theater screenings for the 
general public were without cost— 
in either direction. In an instance 
or two, the theater manager sug- 
gested a film rental in reverse, but 
the company had no budget for such 
a presentation in this year’s pro- 
gram. Even this fact, however, was a 
tribute to the effective attention- 
holding value of a CinemaScope 
production. 


>The largest audience was clocked 
in the Rotunda, a visitors’ mecca at 
Deaibdorn, where it is shown at 45- 
minute intervals seven days a week 
in the 388-seat theater, 14 shows a 
day. From Jan. 10, when it was first 
shown, through Mar. 31, 125,000 
people saw it in this theater—one of 
the smallest in the world to be 


WORLD PREMIERE 
NEmaScoPE 


Out in the Hinterlands . . . The Ford show 
got some of its biggest crowds in rural 
areas where the public had not yet seen 
CinemaScope at the local theaters. 





equipped with CinemaScope in this 
early period. 

Presentations to the public, and to 
dealers as well, have merchandised 
the appeal of the medium itself—a 
large sign outside the Rotunda in- 
vites highway travelers to see 
CinemaScope. Signs inside give 
times of performances. (The re- 
mainder of the public area of the 
Rotunda offers an animated pres- 
entation of car production and a 
little visual selling subtly presented, 
keeping the visitor well occupied 
until show time. At theater show- 
ings, marquee signs have announced 
the attraction. 

The truck film was originally 
shown three or four times a day at 
the Rotunda, but checkup indicated 
that this did not have the interest 
appeal for the general public that 
the passenger car film did. The latter 
is holding its audience, even though 
the new cars have been a familiar 
sight throughout the country for 
months. 


>A separate print was made in 
16mm for special presentations. Mr. 
McGinnis, who conceived and di- 
rected the whole CinemaScope pro- 
gram, likes to keep this equipment 
right in his office. The special ana- 
morphic lens fits on in front of the 
regular lens, and may be used for 
a camera lens as well as for the 
projector, differing from the regular 
35mm lens. Mr. McGinnis took it 
to Hawaii on a recent trip, and has 
some unique CinemaScope views of 
that sunny climate which he screens 
for his friends. 

The single 16mm print and equip- 
ment have been put to effective use. 
At the Chicago Auto Show, for in- 
stance, a special theater was con- 
structed inside the auditorium to 
show the films. Attendance at the 
theater in ten days was between 
30,000 and 40,000. It was shown to 
the obviously interested convention 
of the Michigan Trucking Assn., and 
at White Sulphur Springs to the 
Assn. of National Advertisers. 

In Des Moines an enterprising 
Ford dealer arranged his own pri- 
vate automobile show lasting a week. 
Building a little theater inside the 
auditorium, he played to 21,676 
people in a week. 


> Both the 40 prints in 35mm and 
the single 16mm print are being used 
wherever an effective audience can 
be located. The regular prints re- 
quire a theater equipped with 
CinemaScope facilities and cannot 
be shown anywhere like a regular 
16mm print—but they are available 
for groups that want to borrow them 
for showing. 

Although the film was designed 


And at the Rotunda . 


. . In Ford’s Dearborn Rotunda, more than 125,000 visitors saw 


the CinemaScope movie during its run from January through March. 


initially for showing to sales per- 
sonnel, these extra showings to 
others have come as plus values 
with this first use of CinemaScope. 
Typical of wider audiences created 
by the appeal of a new medium, 
Wilding Pictures, Inc., who produced 
the films, has screened the film in 
several cities for industrialists, ad- 
vertising people and other interested 
individuals and groups—because the 
Ford film, in itself, serves as an 
excellent introduction to the po- 
tential of CinemaScope as a selling 
tool. 

Production credits go to Wilding, 
with the use of the anamorphic lens 
licensed by Fox. The pictures were 
shot in the new Eastman Positive- 
Negative Color Process, being one 
of the first industrial pictures to 
use this process. Prints were pro- 
duced by Technicolor. 


> The cost of production in Cinema- 
Scope for the 56 minutes of film was 
about $250,000, including the two 
sections (with costs about equally 
divided between them), and the 
print costs. Surprisingly this was 
only about $50,000 more—or 25%— 
than the production costs of stand- 


ard motion pictures used in previous 
years. 

Screening costs were higher, how- 
ever. In the past 16mm films could 
be shown readily in a hotel ball- 
room. But this time an equipped 
theater was necessary, and theater 
rentals varied in different cities from 
$150 up to several hundred, aver- 
aging about $500 for a screening. 
This included the necessary service 
staff of the theater. For the 16mm 
showings, a special lens retailing at 
around $750 and a special extra wide 
silver screen were required. 


>Ford’s experience with Cinema- 
Scope indicates its greatest potential 
as a_ selling presentation. Other 
screen processes have been consid- 
ered: 3-D was rejected because it 
tended to present a product either 
“tall and narrow” or had other in- 
herent technical hazards — effects 
which do not help in the presenta- 
tion of an automobile on a flat screen. 
Cinerama would have been an ex- 
cellent choice from the standpoint 
of quality, but cost and the very 
few theaters in the country where it 
can be shown made its use for 
nationwide coverage impractical. 











How to Get Things Done 
Quicker and Better 


BOARDMASTER Visual Control Saves You 
Time, Money 


Gives Graphic Picture of Your Operations 
at a Glance. 


Simple to Operate, Type or write on Cards, 
Snap in Grooves. 


Ideal for Production, Traffic, Sales, Inventory, 
Scheduling, Etc. 


Made of Metal. Compact and Attractive. 
Over 50,000 in Use. 


Full price $49.50 with cards 


ay 24-page illustrated BOOK- 
| FREE LET No. R-100 Without Ob- 
Write Today for Your Copy 


ligation 
GRAPHIC SYSTEMS 
55 West 42nd St., New York 36 


. . for more details circle 416, page 109 
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Cost of a Cinerama installation in 
a theater is estimated at $100,000, 
or five to ten times that for Cinema- 
Scope. 

Novelty was an accidental helpful 
value this time—people were inter- 
ested in CinemaScope, and the show- 
ing was the first for thousands in 
the new medium. Small town dealers 
did not yet have it in their local 
theaters. That factor will be miss- 
ing in the future, and CinemaScope 
will have to stand on its own in- 
herent qualities. 

The essential visual and auditory 
values of CinemaScope were out- 
lined earlier. Most significant of 
these to the advertiser is its ability 
to make a good product look the 
way it should. The importance of 
angle of view and perspective prob- 
lems is common knowledge to every- 
one who has had contact with the 
effective presentation of automobiles 

or of thousands of other products. 


>“CinemaScope has a great advan- 
tage when your product fits,” Mr. 
McGinnis says, “because of the abil- 
ity to encompass a wide scene with 
many elements. You can show 2.66 
times as much width. 

“It gives you the ability to make 
an extreme size enlargement of any 
detail—such as opening the door of 
the car, with the inside of the cockpit 
spread across the entire screen.” 

That meant a spread of 80’ at the 
Roxy, 50 to 65’ in an average size 
theater; even the little Rotunda 
screen is 32’ wide—and outdoor the- 
aters are talking of 150’ screens. 
Think what that can do for the 
effective presentation of the salient 
points of a product. 

“But CinemaScope is no cure-all 
for ineffective sales presentation,” 
warns Mr. McGinnis. “If a picture 
would not be a success theatrically 
without CinemaScope, it will not 
succeed because of it.” 44 


A-V Convention, Show 
Planned for Chicago 


Audio-visual dealers and sales- 
men, film librarians and audio-visual 
specialists from educational, reli- 
gious, governmental and industrial 
fields are expected in large numbers 
at the 1954 National Audio-Visual 
Convention and Trade Show at Chi- 
cago’s Conrad Hilton hotel, Aug. 1-4. 

Focus of the convention will be the 
ninth National Audio-Visual Trade 
Show, with more than 125 displays of 
new and standard audio-visual mate- 
rials and equipment. The show, which 
will include more than 150 exhibit 
booths, will open at 12 noon on Aug. 
1 and close at 1 p.m. on Aug. 4. 

Organizations participating in the 
NAVA Convention and Trade Show 
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include the Educational Film Library 
Assn., the Industrial Audio-Visual 
Assn., the Catholic Audio-Visual 
Educators, the Assn. of Chief State 
Schocl Audio-Visual Officers, the 
Audio-Visual Conference of Medical 
and Allied Sciences, and the National 
Audio-Visual Assn. 44 


Sales Display Binder 
Has Stand-Up Feature 


A sales presentation binder that 
can be used flat or propped up at a 
30 or 60 degree angle is described 
in a folder of sales tools offered by 
Sales Tools Inc. (Chicago). 

Called “The Displaymaster,” the 
binder has a neat, unbroken cover 
appearance and comes in stock styles 
or can be made to order. 

A fold on the ha~’” cover makes 
it possible to flip out a section that 
acts as a stand, so the presentation 
piece can be viewed comfortably by 
a prospect or group of prospects 
whether they be seated or standing. 
Stock styles range in price from $5.35 
to $6.05. 

The folder, which is available from 
the company, also describes easel 
portfolios, carrying cases, and other 
types of binders. 


For your copy circle No. 327 on the 
Reader's Service Card inside back cover 


Beseler Folder Describes 


Jr. Vu-Graph Projector 


The Jr. Vu-Graph, a large aperture 
overhead or over-the-shoulder pro- 
jector, is described in a folder by the 
Charles Beseler Co. (Newark, N. J.). 

A full 7x7” instrument, Jr. Vu- 
Graph weighs 23 pounds in its carry- 
ing case, is completely self-contained 
and requires no technical skill or 
tools in preparing it for use, accord- 





Operation Optimism 


Based on interviews with Chicago 
business and industry leaders, “Opera- 
tion Optimism” has been designed by 
Reuben H. Donnelley Corp. (Chicago) 
to combat what it calls the “prophets 
of doom.” 

Donnelley sent out its representatives 
to ask a cross section of the city’s leaders 
about business conditions for 1954. Typi- 
cal of the responses was that of one 
board chairman who said his company 
had been “too busy to take the current 
depression talk seriously.” 

Tape recordings were made of the in- 
terviews, and the next step in “Opera- 
tion Optimism” is for Donnelley repre- 
sentatives to tour Chicago by bus. As 
they pass the plants and offices where 
the recordings were made, the represen- 
tatives will hear a play back—giving 
them a vivid picture of what these busi- 
ness men have said about 1954. 

Thus armed, Donnelley representa- 
tives will then carry ‘Operation Opti- 
mism"’ to business men throughout Chi- 
cago. 


ing to the folder. Light source is from 
a standard 500 watt lamp and cooling 
is created by forced draft from a 
motor driven centrifugal blower. 
Silent operation may be obtained by 
simply flicking an on-and-off switch. 

Other features include a built-in 
roll attachment to accommodate a 
cellophane roll 742” wide x 100’ in 
length, so designed that the roll 
moves only in a vertical direction on 
the screen, and an arm rest on the 
projector to facilitate extemporane- 
ous writing. 

The folder, which includes prices 
of both equipment and supplies, is 
available from the company. 


For your copy circle No. 350 on the 
Reader’s Service Card inside back cover. 








bring, t 


ie 


Al 


x 


wolves Out... 


Taal 
-* Bee 
ee 


3) 
sa 


ART & PHOTOGRAPHY 


“Art direction is no longer a one-man show of virtuoso talent... 


rather it is a joint operation, the product of intensive conferences 


that convert abstract notions into concrete images.” 


By Robert Gage 


Art Director 
Doyle-Dane-Bernbach Inc 
New York 


The day of the look pretty posed 
pages is dead. The trouble with these 
was that they were too studied and 
lacked an idea angle. Today’s ads 
have to be lean, lithe, limber and 
propelled by a concise concept. 

Art directors cannot afford to sit 
around, musing and meditating, hop- 
ing that an idea will fall out of the 
blue onto their drawing board. They 
must be up and doing, picking up 
impressions that provide the ideo- 
logical framework for an ad. 

Art direction is no longer a one- 


man show of virtuoso talent, rather 
it is a joint operation, the product of 
intensive conferences that convert 
abstract notions into concrete images. 
The principals in this agency take 
an active part in such sessions. They 
are merchandise-minded and alert 
to formulating devices that dramati- 
cally put a promotion across. 

All important is the search for a 
fresh viewpoint that will be a spring- 
board for a campaign. 


> A good copy idea is one that is 
visually arresting, that tells an ex- 
citing story about a product. It must 
have enough vitality and power to 
make an ad a living thing, that chal- 
lenges and charges the reader with 
desire. 

No longer is an artist justified in 
saying, “I can do wonderful things 
if the client will only let me.” To- 
day’s clients are hungry for fresh 
ideas. They only start picking a lay- 
out apart when it consists of a sur- 
face arrangement. But when a lay- 
out is infused with a vital idea, 
clients usually leave the entire mat- 
ter alone, and tell the art director to 
use his own judgment in adjusting 
a few minor details here and there. 

One of the outstanding objections 
to be lodged against the art director 
who comes around looking for a job 
is that he falls into the category of 
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Bare Essentials . 
below, are carefully left uncluttered—free 
of unnecessary secondary ideas — and 
achieve impact with their simplicity. 


. . Gage’s ads, like these 


a surface-arranger. This type is just 
concerned with shimmying elements 
around into pleasant combinations— 
without any too much concern for 
hitting on an idea that will hold ele- 
ments tautly together. Today, one 
must go deeper and think of ideas 
that penetrate a page and rivet read- 
ing. One must grasp the problems of 
an account and really be “in” on the 
entire planning in order to properly 
shape up ads. 


> Oftentimes, aspiring art directors 
are unduly influenced by the daring 
effects found in modern art, and they 
lapse into the mistake of using these 
motifs almost verbatim. The result 
is not too happy. The only thing that 
should be contagious about modern 
art is the spirit and courage of the 
painter. 

Even when a new idea proves that 
it has possibilities which warrant a 
try-out, it still has to make the grade 
at various stages of development. 
The moment it starts to show any 
sign of limping, it is thrown out of 
the running. Even when a new ad is 
developed, presented and accepted— 
oftentimes additional thoughts occur 
that suggest improvements — these 
are incorporated into the ad which 
causes it to rate a double okay. 

The stronger the statement you 
have to make, the less props you 
need to support it. The greater di- 
rectness you can give it—the more 
impact it will have. Thus, its very 
simplicity makes it both exciting and 
commanding. 


> A good idea is weakened when it 
is complicated with various second- 
ary effects. An ad to have structural 
strength should be stripped down to 
bare essentials. What you leave out 
is just as important as what you 
leave in. 

Emotional approach is very im- 
portant in an ad—it warms up an 
idea and humanizes it. Heart puts red 
blood into an ad and this may be 
done in a manner where sentiment 
does not lapse into sentimentality. 
When you register on the emotions, 
you have a good chance of cashing 
in. 

Spatial relationships when cor- 
rectly proportioned give visibility 
and distinction to all values. The 
right combination of type, illustra- 
tion, and white space results in an ad 
that the eye can get into fast and 
emerge with an agreeable impres- 
sion. 
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THIS IS THE MODERN, NEW BLACh BOX Buitpine 
oo e VOU WERE THE CONTRACTOR WHO BUILT IT! 


\ goes 


CONTROLLED 
HUMIDITY 


PRECISE FILM PROCESSING 


ADDITIONAL 
CUSTOM-BUILT PRESSES 


) Yes. you built it! As surely as though you had 
poured the concrete yourself. It was your confidence in 
us. your continuous use of Black Box as your printing source. 
that enabled us to move into this fine, new building. | 
Now that we're in our new location we cordially invite all printing 


SCIENTIFIC 
COLOR MATCHING 


buyers to visit us and acquaint themselves with our unique 
screenless printing process. Our modern facilities will 

enable us to improve still further on the fine service-we have 
always given in the past. And. we have departmentalized 

our new plant to establish even higher standards of quality 
control. You've built this new building, now you will 
directly benefit from it. Today, more than ever before, you'll want 
to specify Black Box for those short run printing jobs | 
in full color where Collotype is best! 


Printing brokers interested in rounding out their lines are invited to write 


BLACK BOX 


re ee TES co. w. neumoun ave. 


OUR NEW ADDRESS CHICAGO 41, ILL. 
Sls Represents Kaameve  Gncnst, St tis, Telephone AVenve 3-0262 
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Don’t Take Less Than The Best 
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Tet A. PURPOS! fuBBE® CoMENT 

cents. ans sane It's New—It’s Different 
sedi a | The All Purpose Ce 
= . | ment for the Graphi« 

° ° -~ | Arts 
ONE COAT -ONE SURFACE 
No wrinkle—curl or shrink. Remains tacky in- 
definitely, and may be removed and used 
again and again. You'll like it. Ask your 


dealer, or write us who he is. Excellent for 
Catalog Work— 


POSTERS — SIGNS — MOUNTING 


New York Area 
Crane-Gallo, 110 W. 31st St., New York 1, N. Y. 


Chicago Area 
The Sheldon Co., 155 E. Ohio St., Chicago 11 
The Gordon Co, 219 W. Madison St., Chicago 6 


ARTSEAL <= 
ry aAyz TI 


PP ee 


The Genuine 
White Natural 
Rubber Cement. 
Suitable for Gen- 
eral Studio - Office 
and Paper Work. 


PARK CEMENT & CHEMICAL COMPANY 


2440 W. Cortland St. Chicago 47, Ill. 
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Pens 
professional charts! 


You can be a professional “draftsman” in min- 
utes (so can anyone in your office.) 

Everything you need to make an accurate, 
professionally drawn graph is pre-printed on 
self-sticking acetate tape! Lines, dotted lines, 
bars, people, coins, autos, — everything! Merely 
plot your dots—roll on whatever you want. 
Presto! A professional graph, without profes- 
sional help, time or costs. 

Write today for all the details on this revo- 
lutionary graph-making method! Chart-Pak 
materials also available for organization and 


en flow charts, and office layout 
 } 
CHAR ‘PAK, se 


mane mark CHART-PAK, INC. 
95F Lincoln Ave. Stamford, Conn. 
Rush that Chart-Pak information to: 


ya 


Name 
Company 
Address 


-——— Se ee ee 
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> Photographs are a favorite illus- 
trative medium because they can 
give such convincing impact to an 
idea. When used with imagination, 
effects can be achieved with equal 
success on the realistic plane as well 
as that of fantasy. 

The ingredients of an attention- 
arresting ad are several—they con- 
sist of strict amounts of line, mass, 
color and contrast which are whirled 
around in an exciting idea until they 
acquire a smooth consistency. Then 
you have an image and an effect that 
is virtually eaten off a page. 

An experienced art director can 
handle any size space effectively 
without letting it cramp his style or 
his message. It’s all a matter of 
scaling values and knowing where 
the major emphasis falls. 


> The time element is no index as to 
the value of an idea. Some of the 
good ones invélve weeks of effort, 
while some of the best happen in a 
split-second. It pays to play all 
hunches and give them a fast try- 
out. Soon enough they will prove if 
they have the stamina to break 
through the commonplace. 

Newspaper ads seem to be jammed 
up with a host of little things that 
cause a diversion of attention. They 
look monotonous with their black 
and white checkerboard effects. One 
can achieve greater success by op- 
posing this trend—using bold direct 
figures in three tones of black, white 
and gray and also avoiding cluttera- 
tion with a lot of teeny stuff flying 
all over an ad. 


> In the Acrilan series, we made a 
pivotal symbol of the A in the word— 
it was accented in red and made a 
base and sort of copy platform. 
Rather than trying to create a sym- 
bol, we seek to discover them in the 
elements offered by a client's name 
or product. 

In the Levy bread ads, we found it 
more effective to show slices of this 
bread and put a hearty bite into 
them. We animated those slices, 


“T call it a scratch-board drawing, son.” 














for ADS 
PROMOTION 


If you are 
interested in 
making your 
space ads and 
direct mail more 
effective .... 


If you want to 
get more sales 
push behind your 
program .... 


If you want to 
stretch that 
budget far as 
possible . . 


This Kit will show 
how you can 
design a powerful 
promotion plan 
very simply, 

at the same time 
cutting costs and 
eliminating many 
production 
headaches... . 


NOW is the time 
to get this FREE, 
helpful Idea Kit 
of actual job 
samples 

for your files! 


Please rush my FREE copy 
of the AD PROMOTION Idea Kit to: 


OFFSET PRINTERS 
123 N. Wacker Dr. 


Chicago 6, Illinois 


aia 
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MAJOR 
PHOTO CO. 
1210 N. CLARK ST. 


CHICAGO 10, ILL. 
Michigan 2-5651 


GLOSSY PRINTS 
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PHOTOS IN QUANTITY REPRO- 
DUCED FROM YOUR ORIGINAL 
PHOTO, NEGATIVE OR ART WORK. 
GUARANTEED AS GOOD OR BETTER 
THAN YOUR ORIGINAL. BLACK AND 
WHITE GLOSSIES, POSTCARDS, BLOW- 
UPS, AND BEAUTIFUL COLOR WORK. 
SATISFIED CUSTOMERS COAST TO 


MULSON STUDIO 


252 MIDDLE ST., BRIDGEPORT, CONN. 
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Grown-Up 


Story Hour 


When you have a story to tell—to five or five hundred—slides and 
slidefilms are the dramatic, attention-demanding, and long-remem- 
bered media for the job. Their speech is “‘visual’—as always, the 
quickest route from one mind to others. 


Your photographer knows how to handle 35mm Kodachrome 


Film in ways which will turn the dullest statistic into an interesting 
experience. See him when the problem is to tell a story. Kodachrome 
slides are another of Kodak’s 5 ways to color which help you 
advertise and sell a product or an idea. 


KODAK’S 5 WAYS TO COLOR PHOTOGRAPHY 


1. Ektachrome Film: Superb color, brilliant or 
subtle; transparencies for photomechanical re- 
production. 2. Dye Transfer Process: You see 
your photographs on paper—as they will ap- 
pear in print—before reproduction. 3. Flexi- 
chrome Process: Create photographs in the colors 
of your choice—from black and white, or color. 


4. Ektacolor Film: The starting point for display 
color transparencies of excellent quality and any 
size. 5. Kodachrome Film (35mm): Projection 
slides of exceptional sharpness. For presenta- 
tions, for selling, or for teaching. 

Your photographer knows how to handle 
them all. 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 
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Intrigue ‘em! 
with stock pictures from... 


UNDERWOOD & UNDERWOOD 


319 E. 44, New York 17 s 646 N. Michigan, Chicago 11 
Tel. MU 4-5400 Tel. DE 7-1711 
NEW SUBJECTS... EVERY MONTH 
BRANCHES 
LOS ANGELES 
1627 S. Broadway 
Richmond 7-0234 
BOSTON MINNEAPOLIS 
244 Washington Street 122 South Sixth St 
Capitol 7-3634 Main 2331 
CINCINNATI PITTSBURGH 
12 East 9th Street 713 Penn Avenue 
Garfield 1234 Court 1-6489 
DALLAS ST. LOUIS 
2704 Cedar Springs 1006 Olive Street 
Lakeside 2725 Garfield 0932 
DETROIT SAN FRANCISCO 
2241 Book Building 181 Second Street 
Woodward 1-6746 Yukon 6-4224 


. for more cetails circle 469, page 109 


ATLANTA 
Boulevard at North Ave. 
Vernon 1124 


C-U SILOM 


PRINTON SERVICE 


(8° X 10” to 16” X 22”) 


Du Val methods, experience and exact- 
ing controls assure correct color re- 
production! 


“‘Mass Production Methods 
Are Never Used” 


EKTACOLOR TRANSPARENCIES 
RUT Ls 
(8 X 10” to 16” X 22”) 


15% DISCOUNTS ON FIRST ORDERS 
Plus Usual Volume Discounts 


YSU CU 2) ta 
TO DU VAL 


Your every problem and order is han- 
nee Om mes 
tom attention IT DESERVES! 


eG ta) 


MALVERNE, L. I., N. Y. 
WRITE FOR PRICES AND LITPRATURE Uy NE 
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created bread-eye views registering 
satisfaction. This departure from 
showing the conventional loaf of 
bread formed an original break- 
away from prevailing ad standards. 
It is always good to have an idea 
spring from a product as then they 
are more basic—such as working in 
and through slices of bread. 

The Du Maurier campaign has fea- 
tured believable snob appeal, being 
in line with the fact that it is a 
higher priced cigaret coming in fancy 
tins. The layouts accent strong con- 
trasts in values, which suggests class 
distinction that is enhanced by clean- 
cut lines and tonal graduations. Copy 
is terse, poised and confident in its 
assertions. 


> A fashion advertisement should be 
physically attractive—with the trim 
and tidy getup of a well-groomed 
lady. Everything should be in place, 
yet a casual air pervades all. Also, 
there should be an enticing balance 
of revealing and concealing. 

The idea angle of “high fashion 
and low prices” has provided a sali- 
ent theme for some striking Ohrbach 
ads. This has been interpreted in a 
variety of arresting ways that project 
this theme with a lively literalness, 
that has scored with startling im- 
pact. This theme is so broad and 
powerful that there is no need to 
mention prices. Furthermore, the 
use of full pages featuring sweeping 
formats, makes people think Ohrbach 
ads break with more frequency than 
they do, which is only 11 times in 
the fall and 11 in the spring. 

One of the most successful Ohr- 
bach ads just showed a woman be- 
hind bars, bending them aside with 
a will. The caption for this was: 
“Free Yourself from High Prices.” 
This idea echoed a universal im- 
pulse and gave it a satisfying outlet. 
It was rated as one of the 50 best ads 
of the year. 

Another clicker was the one with 
the caption: “Don’t Throw Your 
Money Away,” which also hit close 
to basic ideas. This showed a woman 
in the background tossing away 
coins, which came up in the fore- 
ground in a way which almost made 
you feel they would hit you in the 
face. The scaling of this visual an- 
gling did much to intensify the over- 
all idea. Strong perspectives like this 
give depth and a certain abrupt im- 
mediacy to an effect. 


>One of the best ideas we’ve had 
was that created for Max Factor’s 
new lipstick — Riding Hood Red —a 
neat reverse play on the old fable of 
“Little Red Riding Hood.” This idea 
was made graphically strong through 
the stark red and black treatment 
which accented the character of the 
idea. The black plate showed a 





24 HOURS SERVICE ON REQUEST 


Unsurpassed in Quality at Any Price 


ie Glossy Photos 


Lots 

1 in 5,000 Br. 

/2¢ 6c in 1,000 Lots 
EACH $7.99 per 100 q 


Postcards $23 per 1,000 ° 
> Mounted Enlargements (30° x 40° )$3.85 
: Copy Negative 8°x10", $1.25. . Postcards, 75¢ 

FULL COLOR POST CARDS 3M $99.50 


A Division of JAMES J. KRIEGSMANN 
Meza 7-0233 


‘ <—* ey 
G@) G 
i SK LOPVITRT 165 West 46th Sr. , 


oaqraphers New York 19, N. Y.. 


WE DELIVER WHAT WE ADVERTISE 
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“L COLOR 
FRANKEL CR You: 


1. Consistent high quality 2. Rapid 
and complete service 3. Reliability 
in meeting deadlines 4. Duplicates 
like originals 5. Color prints in quan- 
tity 6 ANSCO-authorized. 


Consultation Service For Your Color Problems 
Write for information or price list 
Phone collect for estimates 


AN 


STerling $-7361 
2015 L St., N.W., Wash. 6, D. C. 
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YOU CAN GET IT FREE! 
THE WORLD’S HANDIEST TYPE BOOK 


Features complete alphabets; transparent pages for 
quick, accurate type selection. An index set in the types 
named and in reverse for easy, fast selection of white 
letters on black background. Weighs only two pounds 
Each page easily removed from 22-ring binder or replaced 
in three seconds. Over 130 alphabets 120 copy blocks 
which represent over 90 ot all types used in modern 
advertising. Price $15. If it doesn’t save you $15 worth ot 
time and trouble aiter 10 days use, return it, witho 

obligation. Place $100 business with us and it is free 

Please ask for free literature 


HARRY BAIRD CORPORATION 
Advertising Typographers 
18 W. Kinzie St., Chicago 10, Ill., Fred H. Bartz, Pres. 
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Ga) Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 


SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J, 

MArket 2-3966 
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HARRY VOLK’S NEW JUNIOR 


CLIP Books ¥ 75 


America's top ready-to-use art service 
Just clip and paste. Write for sample ae 
issue FREE! No obligation MONTH 


HARRY VOLK JR. ART STUDIO 
PLEASANTVILLE 2, NEW JERSEY 
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Continuities * Comic Strips * Light Illustrations 
Spots * Comic Books * Booklets 
TV Story Boards 
DON KOMISAROW STUDIOS 
11 West 42nd St. 
NEW YORK 36, N. Y. LAckawanna 4-1590 
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photograph of young men peeking 
out from behind trees like wolves, 
while superimposed in the fore- 
ground was a photographic shot of 
a girl in a red hood using red lip- 
stick. This campaign has made Riding 
Hood Red one of the big sellers 
among lipsticks. 

Smart ideas break the rules. They 
hurdle limitation barriers by daring 
leaps of the thing called—intuition. 
Usually, if there is enough rhythm 
and vitality, the idea involved lands 
on all fours. 

An art director, to keep creatively 
free, must forever fight off scientific 
explanations that seek to give easy 
answers as to how one can produce 
distinctive work. This matter-of-fact 
approach fails to get to the heart of 
what makes a creative piece of work 
tick. Rather one should subject val- 
ues to an intensive self-analysis, that 
dynamically touches off one’s own 
resources. 


> A great improvement has been 
quietly taking place in the makeup 
of ads—cute ideas are being sup- 
planted by ones that are more be- 
lievable. Furthermore, there appear 
to be progressively fewer ads mak- 
ing ridiculous claims that are un- 
sound. For instance, a shirt ad wav- 
ing the statement that, if you wear 
such-and-such a shirt, eight women 
will throw their arms around you. 
Advertising is an elastic profession, 
but there is such a thing as over- 
stretching things and having them 
snap back at you. 

The present-day public, through 
increased exposure to the better 
things, has become more sophisti- 
cated and has less and less taste for 
corn. People do appreciate good ideas 
and, personal experience has proven 
that they are most spontaneous in 
responding to them. 44 


all 
Illuminated Glass . This new light- 
weight, rectangular reading glass with a 
built-in illuminator has been introduced 
by Bausch & Lomb Optical Co. (Roch- 
ester, N. Y.) Operating from any 110- 
115 volt outlet, the new glass affords 
clear reading of fine print and detailed 
examination of photographs, cuts, art- 
work, etc. 
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MURRAY HILL 7-2595 


EKTACHROME PROCESSING 
DYE TRANSFER COLOR PRINTS 
Cot at wien fos CREE DUPLICATE TRANSPARENCIES 
16 pg. handbook containing FLEXICHROME yy MATRICES 
useful color information plus other essential services for 


reproducing and projecting color. 
ee tenes 10 east 46th st, new york 17, n. y. 
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at home, with the help of 
“Bugs” Hardaway, famous 


Movie and TV animation artists earn $500 
to $1,500 a month! Interesting jobs open in 
cities all over the nation - mail coupon 
TODAY and find out how YOU can cash in 


on your talent and creative ability’ BEST-TEST never wrinkles 


FREE $20 Animation Drawing Boara NOW &, — curls — shrinks. Excess 
given FREE if you enroll “s & rubs off clean. 
(neces sees 4 APrp —— FOR THE GRAPHIC ARTS A MUST 


ay . A size for every purpose. Sold 
. ANIMATED CARTOONING SCHOOL of AMERICA ' — = by Stationery, Artist Supply and 
g Dept. IR-8 BOX 2109 HOLLYWOOD 28, CALIF. 5 


Photographic Dealers every 
s Send at once without obligation complete informa- where 
1 tion about your Animated Cartooning Course and 


Free gift certificate UNION RUBBER 
a NAME & ASBESTOS CO 


1 ADDRESS ao — TRENTON, WN. J. 
OCITY, STATE 
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TO IMPRESS V.LP.’S... 
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WITH CRESCENT 
“ANNIVERSARY SERIES 
MAT BOARD 


CHICAGO CARDBOARD COMPANY 
1240 N. Homan Ave., Chicago, Ill. 


~ 


SEE YOUR ART MATERIAL DEALER TODAY! 
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AR Reaches Out... 


to more advertising agencies than any other publication. 
If you sell advertising services, equipment or supplies to 
or through agencies 


AR is All Right... For You 
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color by you 


paint by PABCO 


color by you A... 


paint by PABCO r 


PARCO COOCROINATES ALL THREE 


Pabco’s integrated campaign features the same pretty model dressed in 


distinctive Pabco red and yellow (top, right) for the dealer to hang on the 
high fashion leisure clothes designed especially for Pabco by Gibson Bayh. 


side of buildings and smaller truck flags (center, left). Dealers also are 
A variety of media is used, including (top, left) 24 sheet posters and being offered preprints of the magazine ads, large window blow-ups of 
(bottom) magazine ads. Tying-in with the posters and ads is an extensive the ads, full size ‘‘reprints’’ of the 24-sheet posters and special signs for 
dealer identification program. It includes huge canvas banners in the construction sites. 
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Fashions, color and 
complete coordination 
is helping make the 
West Coast sit up and 
take notice of Pabco. 


SIGNS & IDENTIFICATION MATERIALS 


Pabco Sells 
COLOR 


Coordinated Campaign 


A thoroughly integrated campaign 
—with strong emphasis on color, size 
and the unusual—is making West- 
erners sit up and take notice of paint, 
siding and roofing produced by Pab- 
co Products Inc. (San Francisco). 

Pabco’s entire campaign reaches 
its peak effort in a unique program 
of dealer identification—and it is this 
phase of the program that “the un- 
usual” gets the greatest emphasis. 

In introducing the campaign to its 
field force, Pabco said: “This will be 
our first widespread merchandising 
program involving the combined im- 
pact of outdoor advertising, con- 
sumer magazines and sensational 
dealer tie-in displays . . . This pro- 
gram was not created merely to sat- 
isfy a few dealers. It is a forward 
effort ... to project our product 
into the minds of the people in the 
West. It is more than ads in maga- 


zines, billboards, dealer displays; it 
is our merchandising theme for 
1954.” 

>Key elements in the Pabco cam- 
paign are: 

e@ Outdoor advertising. 

e Full color pages in Sunset Maga- 
zine and Improvement Era. 


e “Reprints’—in full size—of 24- 
sheet posters. 


e@ Large window blow-ups of maga- 
zine ads. 


e@ Mounted counter displays of mag- 
azine ads. 

e@ Preprints of magazine ads. 

e Giant exterior cloth store banners. 
e Truck flags. 


e Job signs. 
While, on the surface, this might 
seem to be “just another campaign,” 


it stands apart as outstanding be- 
cause of the uniqueness of each of 
its elements. 


>The magazine insertions and out- 
door posters, for example, feature 
a pretty model in eye-catching lei- 
sure clothes. These costumes were 
designed originally and exclusively 
for Pabco by Gibson Bayh, inter- 
nationally famous fashion designer 
for Gump’s (San Francisco). The 
same model, dubbed “The Pabco 
Girl,” is featured in all of the ads. 

Ren Wicks, Los Angeles artist 
noted for his high fashion illustra- 
tions, created all of the original art 
for the campaign. 

Why fashion art to sell building 
materials? E. W. Fish, Pabco’s vice- 
president in charge of merchandis- 
ing, explains: “The feminine theme 
was chosen to attain maximum im- 
pact and attention for the quick 
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Next Month’s Design . . . Gibson Bayh, 
Gump's (San Francisco) fashion designer, 
looks over some sketches for future Pabco 
girl high-style leisure clothes 


headline message: ‘Color by you— 
paint (or siding or roofing) by Pab- 
co.’ Women will always look at femi- 
nine fashion—men will always look!” 

With these elements as the basic 
approach, the Pabco campaign was 
launched in May. A new situation 
appears each month in full-page, 
full-color magazine ads and 24-sheet 


billboards. 


>» While the magazine insertion pre- 
prints and reprints are standard in 
format, their extensive promotion as 
display tools helps make them an 
important part of the campaign. 
There are regular preprints of all 
of the magazine ads, plus 11x15” 
mounted counter displays and 22x30” 
blow-ups for window displays. These 
are being prepared by Sunset Maga- 
zine. 

Dealers, who consider magazine 
ad reprints a more-or-less standard 
display tool, have been startled by 
another form of “reprint” offered by 
Pabco—full-size, cloth-backed bill- 
board posters. 

Pabco explained this innovation to 
its representatives: “In the event 
some of your customers have space 
on the side of any building or struc- 
ture, we can provide, at no cost to 
the customer, full-size, cloth-backed 
billboard posters approximately 
9x20’. These will be supplied to you 
upon request, provided we have the 
assurance the poster will be dis- 
played. The recommended procedure 
in mounting such a poster display on 
the side of a customer’s building will 
be by use of nails driven through 
either laths or furring strips.” 


> Described as “the largest point of 
sale material conceivable,” these 
poster “reprints” were produced by 
Foster & Kleiser by gluing the regu- 
lar paper on muslin backing. These 
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are weather-proof and cost Pabco 
$25 each, in addition to the cost of 
the original posters. 

The 24-sheet posters, themselves, 
were produced by McCandlish Lith- 
ograph Corp. (Philadelphia) and 
Gugler Lithographic Co. (Milwau- 
kee). 

The mounted 24-sheet posters are 
finding enthusiastic response from 
dealers, who are using the giant ad- 
vertising pieces not only inside their 
stores, but on outside walls and in 
the passageways of lumber sheds 
where trucks drive through. 


>All of the magazine ads and 24- 
sheet posters carry a small red and 
yellow banner logo, reading “Pabco 
Color.” To this logo is linked the 
other elements of the dealer identifi- 
cation program. 

One of the items is a huge 6x8’ 
canvas banner in Pabco’s brilliant 
red and yellow colors. Pasco is 
spelled out in 18” yellow letters on a 
red background, with Cotor in sim- 
ilar sized red letters on yellow. At 
the bottom, in smaller letters, is the 
slogan, “The New Standard of Build- 
ing Material Quality.” 

These waterproof banners have a 
grommet in each corner in which 
ropes, which are included, can be at- 
tached and stretched to securing 
points. Pabco gave these instruc- 
tions to its representatives: 

“These banners identify tne deal- 
ers displaying them as being asso- 
ciated with our total Color Program, 
in which a flag very similar is the 
identifying mark that appears on our 
billboards, posters, window displays 
and magazine ads. The most practi- 
cal advice we can give you is the 
fact that the dealers cannot be relied 
upon to install these signs. The only 
way they will do Pabco or the dealer 
any good is to have you put them up, 
or at least make certain they are 
properly installed before you leave 
the premises.” 


>The same red and yellow banner 
theme is carried through to truck 
flags. These flags are 18x24” with the 


PIT he Ee ek nl 


Construction Signs . . 


The NEW Standard of Builaing Motenal Qua!:ty 


words, “Pasco Cotor,” in 4” letters. 
Rigidity is achieved by sewing two 
pieces of heavy canvas together with 
double hems on each side. 

Each flag has a metal mast with a 
special spring clamp which holds it 
in place over the framework of truck 
doors. The clamp has rubber dipped 
parts to keep it from scratching the 
vehicle. Pabco’s instructions said: 

“A delivery truck travelling 
through town with one of these top 
billing red and yellow flags flapping 
in the breeze is going to attract at- 
tention. Progressively it identifies 
that truck as being associated with 
the dealer who is displaying the giant 
exterior store front banner, which, 
in turn, identifies the dealer as one 
who recognizes the potentials of 
identifying his place of business with 
the total Pabco Color program. Again 
we emphasize that there is only one 
way to make these truck flags pay 
off, and that is for you to install them 
on the dealers’ equipment.” 


>Since, in the building materials 
business, the “point of purchase” is 
not only the store, supply house or 
lumber yard, but also on-location, 
where construction is in progress, 
Pabco has extended its program to 
include three different 28x34” can- 
vas job signs. In Pabco’s standard 
red and yellow, plus black and white, 
these colorful banners announce the 
use of Pabco paint, Coloroof shingles 
or Colorok siding. Each has a large 
area for identification of the con- 
tractor. 

To its field force, Pabco said: “We 
believe that much greater use should 
be made of job signs to identify Pab- 
co jobs. Carrying the name Pabco to 
the consumer is our most important 
obligation. Furthermore, a good 
Pabco job, whether it is a roofing 
job, siding job or a paint job, de- 
serves identification.” 

All of the canvas advertising ma- 
terials were produced by Igelstrom- 
Oberlin (Masillon, O.). Only the 
highest quality materials were used 
—giving greater impact to total ef- 
fect of the campaign. 


APPLIED BY 


De ne amen 


. Pabco prepared these three different signs to be used at construc- 


tion sites where Pabco paint, shingles or siding are being used. The 28x34” canvas 
signs were silk-screened in the Pabco red and yellow plus black and white 





>To help its field force merchandise 
the program, Pabco prepared an im- 
pressive merchandising kit. Samples 
of all of the materials used in the 
campaign were collected in an im- 
pressive 3342x19" red _ leatherette 
case. Since the magazine ads and 24- 
sheets were only in the art stage at 
the time the kit was prepared, quan- 
tity prints were made from color 
transparencies by U. S. Color Co. 
(Portland, Ore.). The prints of the 
24-sheets were pasted to an 18x11” 
drawing of an outdoor board. The 
magazine ads were presented on 
special cardboard display easels fur- 
nished by Sunset Magazine. 

One of the key items in the kit 
was a plastic-bound 81x11” port- 
folio giving the background on the 
campaign in general and each indi- 
vidual element. Multigraphed pages 
were interleaved with acetate folders 
containing photographs of the cam- 
paign pieces. As an added note of 
continuity, the Pabco Girl was fea- 
tured in each of the photos. 

The unusual campaign was pre- 
pared by Brisacher, Wheeler & Staff 
(San Francisco), Pabco’s agency for 
32 years. 44 


Chrome-Colored Plastic 


Film Marketed by 3M 


A new chrome-colored “Scotchal” 
brand plastic film has been marketed 
by Minnesota Mining & Manufactur- 
ing Co. (St. Paul) designed for use 
in signs, nameplates, labels, displays 
and emblems. The film gives the ap- 
pearance of chrome-plate and is de- 
signed to have unusual eye-appeal. 

The film is a tough, elastic, durable 
plastic sheeting with a mirror-like 
finish that can be printed by silk 
screen or by letterpress, 3M reports. 
It is bonded to any non-porous sur- 
face when the weatherproof adhesive 
on the back is activated. A liquid ap- 
plied by felt-squeegee activates the 
adhesive. 


Under Foot... A large new door mat 
with store or product name in the display 
space is being produced for advertisers by 
Mitchell Rubber Co. (Los Angeles). The 24” 
x 38” rubber foot scraper is available in 
four colors: powder blue, garden green, 
jet black and brick red. Letters are the same 
color as the background. Dealers can create 
their own copy with 54 letters divided into 
three rows—each letter is 25/g” high. Price 
of the mat is $9.95. 


GOA “TRIPLE PLAY” 


UNION\_ .e—— 


PACIFIC ort 


for “Spectacular” success 


@ Spectacular success is as easy as 
1-2-3 when GOA goes “‘spectacular’’ 
for Chicago Northwestern and Union 
Pacific Railroads in Chicago. Here is 
streamlined design to sell streamlined 
travel. 


Wh ' Serve All f 

y not let GOA spark your elec- PAT 
trical and identification signs this way? UR Te. af 
Whether you need one sign or a thou- <A 
sand, the experience of the entire GOA 
organization is at your service. 


Call your nearby GOA branch office 
for full information, or write: 


> 7” 515 South Loomis Street 
erate yy Outdoor A CN ertising on Gises flan 


for more details circle 413, page 109 








AR Reaches Out... VITRALUME SIGNS 


to more advertising agencies than in Lifetime Porcelain Enamel 
any other publication. If you sell Advertise — Identify 
advertising services, equipment or eran | ens Shape .. «Colors 
supplies to or through agencies 

: . ; . PORCELAIN ENAMEL FINISHERS 
AR is All Right... For You OTE EET en ee eT 
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ce quill y o de mieux Lo mejor en anuncios y 
au point de vue vente en exhibiciones que muestran 
enseignes et réciames. : el punto-de-venta, 


in any language... 


*the very best in point-of-sale 
signs and displayers! 


OHIO ADVERTISING 
DISPLAY COMPANY 
CINCINNATI 2, OHIO 
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an unequalled service for those who specify type... 


For you who have an intimate knowledge of typography, Monsen has more 
than 750 type styles from which you can choose . . . a face, a weight, a size 
to express the exact feeling or color you want . . . from a quiet whisper to a 
resounding smash .. . from delicate femininity to rugged masculinity. 

At Monsen, highly trained typographers follow your instructions pre- 
cisely . . . taking the painstaking care and adding those minute refinements 
which cannot be specified but which spell the difference between average 
and excellent typography. 


and those who leave it to others 


Should you wish to free yourself of typographic mark up .. . to leave it to 

others ... you can rely on the sound judgment and good taste of your 

Monsen Service Man. He is a trained artist-typographer, assigned to your 

account to give you constant personal attention . . . to learn your needs... 

to see that you get the finest typography available ... and that you get it 
=~ ) when you want it. 


send today This handy 78 page book shows sample lines of hundreds of 
for your free 5 type faces and gives helpful information about each, including 
i —_— 
typographic ae hicagn tool for those who specify or buy typesetting. 
handibook 


ay 
Monsen-Chicago, Inc. 


22 East Ilinois Street, Dept. AR8-54 Serving the typographic needs of customers in 48 states & throughout the world 
Chicago 11, Illinois 


Ris. = the average number of characters to the inch. A real working 


Gentlemen: Please send me a free copy 


of your 78 page Typographic Handibook. MONSEN-LOS ANGELES, 928 S. FIGUEROA ST. 
MONSEN-WASHINGTON, D.C., 509 F ST. N.W. 


firm 


Monsen-Chicago, Inc. 


22 EAST ILLINOIS STREET, CHICAGO 11, ILLINOIS 


address 


city 
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By Milton Moskowitz 
AR European Correspondent 


Advertising men may as well gird 
themselves for a host of new tech- 
niques in printing. The considerable 
research and test-production going 
on in this field were clearly dis- 
cernible at DRUPA, the mammoth 
international printing and paper fair 
held in Dusseldorf, Germany, May 
15-30. 

Thanks to the extensive and varied 
requirements of the American ad- 
vertising and publishing industries, 
the U. S. is in the forefront of this 
progress. European printers are today 
taking their lead from American de- 
velopments. 

But the 1954 DRUPA did signalize 
the healthy comeback of Germany, 
which is again turning out high-speed 
quality presses and printing equip- 
ment of all kinds. Especially inter- 
esting for admen is a new range of 
typefaces specifically ticketed for the 
American market. 


>The latest advances in phototype- 
setting and automatic electronic en- 
graving were the big eye-stoppers at 
DRUPA. Many of these—such as In- 
tertype’s Fotosetter and Fairchild’s 
Scan-a-Graver—are already in use in 
the U. S. However, there were two 
machines—one German and one 
British—which you may be hearing 
more about in the coming days. One 
is the Klischograph K160, the other 
is the Monophoto. 


>The Klischograph, made by Dr.- 
Ing. Rudolph Hell of Kiel, has been 
hailed as “Germany’s answer to the 
Scan-a-Graver.” It is, like the Scan- 
a-Graver, an _ electronically -con- 
trolled machine which takes a photo- 
graph and produces—in a matter of 
minutes—a halftone ready for print- 
ing. It was first offered in America 
last fall (Dec. 1953 AR). 

At DRUPA, Klischograph took the 
play away from Scan-a-Graver by 
introducing its K160 model for pro- 


LAYOUT & TYPOGRAPHY 


DRUBA 


AR presents a first-hand report from 
the important International Printing & Paper 
Fair held in Dusseldorf, Germany. 


duction of color plates. The blocks— 
yellow, red, blue and black—are pro- 
duced separately. It takes 22 minutes 
to cut each block, roughly an hour 
then to make a set of three-color 
plates. The K160 was demonstrated 
repeatedly at the fair, and while the 
reproductions from the plates looked 
somewhat crude, it must be remem- 
bered that this is barely more than a 
prototype. Scan-a-Graver represen- 
tatives at DRUPA told AR that they 
will be out soon with a color en- 
graver “which will put the K160 to 
shame.” 

These autoengravers are designed 
mainly for newspapers, particularly 
those which don’t have their own en- 
graving plants. They hold out to ad- 
vertisers the promise of quick, low- 
cost service. The makers claim that 
engravings can be made for as little 
as 5¢ per square inch. 


>Fairchild’s Scan-a-Sizer (June 
AR), now in production, was not at 
DRUPA. This new model takes pic- 
tures up to 18x22”, produces plates 
up to 11x14” and automatically en- 
larges and reduces from the original 
art. It also operates on both 85 and 
120 screen. The Scan-a-Graver and 
the Klischograph engrave only same- 
size and only on one fixed screen. 
France, as well as Germany, has 
an answer to the Scan-a-Graver. At 
TPG, the international printing and 
paper fair held in Paris May 1-12, 
Mincel & Co. brought out the Luxo- 
graphe, another electronic engraver. 
The Luxographe is said to engrave 
on all screens and can, like the Scan- 
a-Sizer, reduce and enlarge. 


> Britain’s Monotype Corp. Ltd. was 
showing only a prototype of its 
Monophoto at DRUPA. This photo- 
typesetter, in the experimental stage 
since the end of the war, is now 
going into actual production. Mono- 
type claims that the problem of cor- 
rections—which has held up progress 
in this field—has now been beaten. 


In the Monophoto (July AR), film 
is wound around a drum unit and 
advancement is regulated by micro- 
metrically-precise gear teeth. This 
gearing makes it possible to return 
the film to any pre-determined po- 
sition. As a result, Monotype says 
“the insertion of dropped-initials and 
other additional matter presents 
little difficulty.” Leading and quad- 
ding can be achieved by simple ad- 
justments. 

The Monophoto is actuated by per- 
forated tape being run over air vents. 
A master negative case holds a trans- 
parency of each character, and the 
layout of this case corresponds ex- 
actly to existing Monotype matrix 
cases, so that keybar frames already 
in use can serve equally well for 
film-setting. The standard Monotype 
faces will be offered with the Mono- 
photo—ranging in size from 6 pt. to 
24 pt. The Monophoto will probably 
be available in the U. S. by 1955, 
and Monotype officials told AR it 
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Cultural 


Part of the DRUPA scene was a cultural exhibit. Here is a view of the hall 


n which the history of magazines and newspapers was traced 


will be priced well below the Foto- 
setter 


> Another photo-typesetter, the Lu- 
mitype (known as the Photon in the 
U. S.), was the big hit of the Paris 
fair (this is a much smaller version 
of DRUPA). An invention of two 
French engineers, the Lumitype has 
been developed in the U. S. by the 
Graphic Arts Research Foundation 
of Cambridge, Mass., and was there- 
fore making its European debut. 
(The necessary financial support for 
its development could not be found 
in France.) Photon Inc., licensee of 
the Cambridge foundation, now has 
35 of the machines in production 
Plans are now being made to manu- 
facture the Lumitype in France. 
There were two other photo-type- 
setters at DRUPA 
@ The Headliner, made by Erich 
Isenberg, Bremen, and Omnia KG, 
Munich, a unit for the rapid and eco- 
nomical setting of headlines of all 
types in point sizes ranging from 14 
to 72 
@ The Hadego, made by the Dutch 
firm Quod Bonum N.V. and avail- 
able in the U. S. through Intercon- 
tinental Graphic Agency Inc. (New 
York). This machine, which is six 
years old, is designed primarily for 
setting of display type. Headlines 
are hand-composed, as in the Lud- 
low system, but then the camera does 
the rest. Type comes in the form of 
48 pt. plastic matrices and by reduc- 
tion or enlargement, 96 type sizes 
can be obtained from one font. In 
addition, the Hadego has now been 
equipped with a copyboard so that 
it may also be used as a small pro- 


cess Camera 


>It will probably be many years yet 
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before photocomposition is widely 
used in printing. But it seems cer- 
tain to become commonplace one 
day. The method of production is 
simpler and cleaner. The filmed copy 
produced on existing machines al- 
ready shows definite advantages over 
metal type in sharpness and clarity. 
Advertisers have everything to gain, 
and—once the system becomes more 
economical—nothing to lose. 

Meanwhile, the conventional 
methods of printing are not standing 
still either. DRUPA~—and the Paris 
show which preceded it—provided 
many examples of improved ma- 
chines and processes. There were 
about 800 stands at DRUPA and 
each exhibitor put his best foot for- 
ward for the thousands of visiting 
buyers. Some of the highlights of the 
show were: 


1. Presses. .. German manufacturers 
have completed a vast postwar re- 
tooling program and are once again 
offering efficient printing machines. 
They are particularly alert to ex- 
port opportunities. The trend toward 
offset printing, so pronounced in the 
U. S., is beginning to be felt in 
Europe also. It was especially 
noticeable in the expanded output of 
lightweight—but sturdy—high-speed 
offset presses. 

Among the firms offering small- 
size, high-capacity offset presses 
were Color Metal AG (Zurich), 
George Mann & Co. Ltd. (London), 
Kiekebusch (Berlin), Faber & 
Schleicher AG (Offenbach), maker 
of the famous Roland presses, and 
AB Printing Equipment (Solva, 
Sweden). Fr. Hesser Maschinen- 
fabrik (Stuttgart), showed a dry off- 
set press which can be used alter- 
nately for punching cartons, cutting 


paper and aluminum foils and re- 
winding a wide variety of materials. 

Big, sheet-fed offset presses for 
color work were demonstrated by 
Faber & Schleicher and M.A.N. (Ma- 
schinenfabrik Augsburg-Nurnberg). 


> Production of rotogravure presses 
is also on the upswing. At DRUPA, 
Koenig & Bauer showed its Rem- 
brandt multi-color rotogravure 
press, with an output of 5,000 copies 
per hour. A Swiss firm, Typogra- 
phische Maschinen AG, exhibited its 
Cerutti color press, claiming “pre- 
cision register, photo-electric control 
and perfect drying system.” 
M.A.N., one of Germany’s oldest 
press manufacturers, is scoring spec- 
tacular successes with its new rotary 
machines. It recently sold the 
Times of India a giant nine-unit ro- 
togravure press—the largest ever 
built in Germany. This press can 
print a 96-page publication, carrying 
16 pages in color, and deliver it 


Exhibit .. . Herbert Demgenski GMBH, a 
eading German offset printer, presented 
these samples of its work at DRUPA 


stitched and folded. Another M.A.N. 
machine, sold to the Irish Press Ltd.., 
produced the first four-color news- 
paper printing seen in Ireland on 
May 30. 


>It was interesting to note that the 
letterpress people at DRUPA were 
aware of the inroads being made on 
their business by the gravure and 
offset processes. The Original Heidel- 
berg firm of Germany called this de- 
velopment “a threat to the continued 
well-being of the letterpress indus- 
try.” Furthermore, it said that it 
had the answer to the situation in 
its new Original Heidelberg Cylin- 
der, now being made available in 
the U. S., in the enlarged 21x28 size. 

A fast-running press for halftones 
and color work, the Original Heidel- 
berg Cylinder has new features de- 
signed to cut down the non-pro- 
ductive time spent in makeready and 
changeover. The maker claims that 





4 


the press will be able to run at close , 
to its “theoretical running speed”— 

without sacrificing perfect inking | 
and impression, a major problem in | 
all letterpress work. In this way | 
Original Heidelberg hopes to reduce 
the relatively high cost of letterpress | 
printing. 


2. Aniline printing . . . If there is 
any place where America can learn | 
from European printing houses, it is 
likely to be here. German firms have 
had long experience in aniline print- 
ing and experts consider their new 
machines to be top-notch. No less 
than 25 exhibitors showed aniline 
printing presses—all but two of them 
German. ( AZ ; ww? 

Max Kroenert (Hamburg), has a | ev 
newly-developed high-capacity ani- . C. cen? ; 3 
line press for printing on imitation | Gothic No. 
parchment, paper, board, cellophane, Bodoni Bold 
plastics and laminated aluminum 

foils, with combination infra-red hot 

air drying between all inking gears. 

Pavema showed a six-unit printer 

with a speed of 10,000 revolutions per 

hour. 

Two companies, Windmoller & 

Holscher and Fischer & Krecke, fea- 

tured a new printing process called 

Uniprint Photogravure, a combina- 

tion of aniline and photogravure. 

The system is based on the vulcani- | Warwick Typographers offer advertisers the most 

zation of a rubber-surfaced printing comprehensive library of type faces for photographic 
cylinder. Exhibitors admitted that typesetting available anywhere. 

Uniprint Se ee Each of the type faces shown above can be 

won, but they pointed out that a set on the Interty pe Fotosetter machine in any 

might appeal to the manufacturer of size from 4 to 36 point inclusive. 

a quality product who is interested 

in a high-grade package. Uniprint Typography produced on the Intertype Fotosetter 

is said to result in the reproduction | provides perfect reproduction proofs that are sharp, 

of the “finest nuances” on any ma- clean and will not smear or smudge. 
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terial used for packaging, particu- ; : 
P aw Investigate the many advantages of photographic 
larly cellophane. ane eee ~s . ga ~ 
, ’ . typesetting... write for sample of photographic 


wos set . . 
3. Cameras... There weren’t many photographically reproduction proof, 


camera exhibitors at DRUPA and | 
| 


WARWICK TYPOGRAPHERS, INC. 
Dept. F-20, 920 Washington Avenue, St. Louis 1, Mo. 


for more details circle 476, page 109 


We Take the Worry out of Hurry! 


Here Type Can Serve You 


J. M. BUNDSCHO, INC., Advertising Typographers 


180 North Wabash Av » RAndolph 6-7292 - Chicago 1 
Wrappers . . . These cellophane wrapping ie . Te ane 
examples, made by Phrix-Gesellschaft 


MBH of Hamburg, also were exhibited 
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) which the history of magazines and newspapers was traced 


will be priced well below the Foto- 
setter. 


> Another photo-typesetter, the Lu- 
mitype (known as the Photon in the 
U. S.), was the big hit of the Paris 
fair (this is a much smaller version 
of DRUPA). An invention of two 
French engineers, the Lumitype has 
been developed in the U. S. by the 
Graphic Arts Research Foundation 
of Cambridge, Mass., and was there- 
fore making its European debut. 
(The necessary financial support for 
its development could not be found 
in France.) Photon Inc., licensee of 
the Cambridge foundation, now has 
35 of the machines in production. 
Plans are now being made to manu- 
facture the Lumitype in France. 
There were two other photo-type- 
setters at DRUPA: 
@ The Headliner, made by Erich 
Isenberg, Bremen, and Omnia KG, 
Munich, a unit for the rapid and eco- 
nomical setting of headlines of all 
types in point sizes ranging from 14 
to 72. 
@ The Hadego, made by the Dutch 
firm Quod Bonum N.V. and avail- 
able in the U. S. through Intercon- 
tinental Graphic Agency Inc. (New 
York). This machine, which is six 
years old, is designed primarily for 
setting of display type. Headlines 
are hand-composed, as in the Lud- 
low system, but then the camera does 
the rest. Type comes in the form of 
48 pt. plastic matrices and by reduc- 
tion or enlargement, 96 type sizes 
can be obtained from one font. In 
addition, the Hadego has now been 
equipped with a copyboard so that 
it may also be used as a small pro- 
cess camera. 


>It will probably be many years yet 
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Part of the DRUPA scene was a cultural exhibit. Here is a view of the hall 


before photocomposition is widely 
used in printing. But it seems cer- 
tain to become commonplace one 
day. The method of production is 
simpler and cleaner. The filmed copy 
produced on existing machines al- 
ready shows definite advantages over 
metal type in sharpness and clarity. 
Advertisers have everything to gain, 
and—once the system becomes more 
economical—nothing to lose. 

Meanwhile, the conventional 
methods of printing are not standing 
still either. DRUPA~—and the Paris 
show which preceded it—provided 
many examples of improved ma- 
chines and processes. There were 
about 800 stands at DRUPA and 
each exhibitor put his best foot for- 
ward for the thousands of visiting 
buyers. Some of the highlights of the 
show were: 


.. German manufacturers 
have completed a vast postwar re- 
tooling program and are once again 
offering efficient printing machines. 
They are particularly alert to ex- 
port opportunities. The trend toward 
offset printing, so pronounced in the 
U. S., is beginning to be felt in 
Europe also. It was especially 
noticeable in the expanded output of 
lightweight—but sturdy—high-speed 
offset presses. 

Among the firms offering small- 
size, high-capacity offset presses 
were Color Metal AG (Zurich), 
George Mann & Co. Ltd. (London), 
Kiekebusch (Berlin), Faber & 
Schleicher AG (Offenbach), maker 
of the famous Roland presses, and 
AB Printing Equipment (Solva, 
Sweden). Fr. Hesser Maschinen- 
fabrik (Stuttgart). showed a dry off- 
set press which can be used alter- 
nately for punching cartons, cutting 


1. Presses. 


paper and aluminum foils and re- 
winding a wide variety of materials. 

Big, sheet-fed offset presses for 
color work were demonstrated by 
Faber & Schleicher and M.A.N. (Ma- 
schinenfabrik Augsburg-Nurnberg). 


> Production of rotogravure presses 
is also on the upswing. At DRUPA, 
Koenig & Bauer showed its Rem- 
brandt multi-color rotogravure 
press, with an output of 5,000 copies 
per hour. A Swiss firm, Typogra- 
phische Maschinen AG, exhibited its 
Cerutti color press, claiming “pre- 
cision register, photo-electric control 
and perfect drying system.” 
M.A.N., one of Germany’s oldest 
press manufacturers, is scoring spec- 
tacular successes with its new rotary 
machines. It recently sold the 
Times of India a giant nine-unit ro- 
togravure press—the largest ever 
built in Germany. This press can 
print a 96-page publication, carrying 
16 pages in color, and deliver it 





Exhibit . 


. . Herbert Demgenski GMBH, a 
leading German offset printer, presented 
these samples of its work at DRUPA 


stitched and folded. Another M.A.N. 
machine, sold to the Irish Press Ltd., 
produced the first four-color news- 
paper printing seen in Ireland on 
May 30. 


>It was interesting to note that the 
letterpress people at DRUPA were 
aware of the inroads being made on 
their business by the gravure and 
offset processes. The Original Heidel- 
berg firm of Germany called this de- 
velopment “a threat to the continued 
well-being of the letterpress indus- 
try.” Furthermore, it said that it 
had the answer to the situation in 
its new Original Heidelberg Cylin- 
der, now being made available in 
the U. S., in the enlarged 21x28 size. 

A fast-running press for halftones 
and color work, the Original Heidel- 
berg Cylinder has new features de- 
signed to cut down the non-pro- 
ductive time spent in makeready and 
changeover. The maker claims that 





the press will be able to run at close 
to its “theoretical running speed’— 
without sacrificing perfect inking | 
and impression, a major problem in 
all letterpress work. In this way | 
Original Heidelberg hopes to reduce | 
the relatively high cost of letterpress | 
printing. 


2. Aniline printing If there is | 
any place where America can learn | 
from European printing houses, it is 
likely to be here. German firms have 
had long experience in aniline print- 
ing and experts consider their new 
machines to be top-notch. No less 
than 25 exhibitors showed aniline 
printing presses—all but two of them 
German. 

Max Kroenert (Hamburg), has a | 
newly-developed high-capacity ani- 
line press for printing on imitation 
parchment, paper, board, cellophane, 
plastics and laminated aluminum 
foils, with combination infra-red hot 
air drying between all inking gears. 
Pavema showed a six-unit printer 
with a speed of 10,000 revolutions pc » 
hour. 

Two companies, Windmoller & 
Holscher and Fischer & Krecke, fea- 
tured a new printing process called 
Uniprint Photogravure, a combina- 
tion of aniline and photogravure. 
The system is based on the vulcani- | 
zation of a rubber-surfaced printing 
cylinder. Exhibitors admitted that 
Uniprint is an expensive proposi- 
tion, but they pointed out that it 
might appeal to the manufacturer of 
a quality product who is interested 
in a high-grade package. Uniprint 

is said to result in the reproduction 
of the “finest nuances” on any ma- 
terial used for packaging, particu- 
larly cellophane. 


3. Cameras... There weren’t many 


exhibitors at DRUPA and 


camera 


Wrappers .. . These cellophane wrapping 
examples, made by Phrix-Gesellschaft 
MBH of Hamburg, also were exhibited 


| 





NEWS Corte en 
Times Roman CENSED 


Times Italic 


This advertisement 
wos set 
photographically 


WARW 


d 


d punjn 


IP4] Pjog twa 


J! 


Bodoni Bold 


Bodonj Book 


204 , , 900 q ‘¢ 
f 


Cpe 


Warwick Typographers offer advertisers the most 
comprehensive library of type faces for photographic 
typesetting available anywhere. 


Each of the type faces shown above can be 

set on the Intertype Fotosetter machine in any 

size from 4 to 36 point inclusive. 

Typography produced on the Intertype Fotosetter 
provides perfect reproduction proofs that are sharp, 
clean and will not smear or smudge. 

Investigate the many advantages of photographic 
typesetting... write for sample of photographic 
reproduction proof. 


icCK TYPOGRAPHERS, INC. 
Dept. F-20, 920 Washington Avenue, St. Louis 1, Mo. 
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those who were there had nothing 
revolutionary to report. Several Ger- 
man firms, notably Klimsch & Co., 
had interesting exhibits of large-size 
process cameras. Wilhelm Hostert & 
Sohne, Dusseldorf, was showing a 
fully-automatic conveyor-line ma- 
chine for developing films up to the 
largest sizes. Exposed negatives pass 
automatically through the darkroom, 
leaving the machine in a lighted 
room. 

Leathley Publications Ltd., Lon- 
don, claimed to have “the answer to 
the manpower shortage for color 
work” in its Multichrom, a precision 
masking camera. The Multichrom is 
actually a combination of two cam- 
eras using the same lens. The prob- 
lem of automatic registration is 
solved by a system of three-point 
lays in each camera. The Multichrom 
produces color-corrected positives or 
screened negatives by means of pro- 
jection of masks which are then 
back-projected onto the negative to 
be corrected. Leathley says the Mul- 
tichrom saves at least 50% of re- 
touching work and also produces 
better results because the method is 
purely photographic. 

The same firm introduced at 
DRUPA its Farbopter, an instru- 
ment which enables you to view sep- 
arated color transparencies for mul- 
ti-color printing. The Farbopter, op- 
erating on the optical reversion 
principle, gives a complete colored 
image, so that you can see at a 
glance the finishing touches which 
have to be made before printing. 
The effects of retouching can also be 
checked through the Farbopter. 


4, Inks, plastics, miscellaneous items 

. The printing ink industry of 
Germany has been applying itself— 
apparently rather successfully—to 
the task of producing quick-drying 
inks for fast-running presses. At the 
last DRUPA, in 1951, such inks were 
available only for letterpress, but 
now they can be had in any color 
for offset as well. Drying times have 
also been reduced for the inks used 
in sheet-metal printing and consid- 
erable technical progress was re- 
ported in the development of new 
inks for aniline work. 

Kast & Ehinger GMBH-—one of 
Germany’s biggest ink manufac- 
turers—had a striking display of its 
new Heliodour inks for aniline print- 
ing. These inks are based on the use 
of light-fast mineral pigments and 
have special resistance to abrasion 
and scratching. 

A visitor to DRUPA could not help 
being struck by the wide variety of 
uses to which plastic is being put 
in the printing industry. There were 
plastic matrices, plastic book-bind- 
ings, plastic types and plastic type- 
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Manufacturer 


Balzac 


Marca de Fabrica 


Palatino Italic 


LEONARDO 


Michelangelo 


~~ - 2) 
eKanton Sen 


Virtuosa 


Las melodias 


Derby 


European Typefaces . . 


Essen MANIKURE Puder 


Figura 


MoodenschauamRhein 


Constanze 


HK GIG 


Queen 


ABCD AGul 


Duo Light & Dark 


Polytechnic 


Dynamic 


. These specimens show some of the typefaces exhibited at 


DRUPA. Faces at top left are from D. Stempel AG; those at top right are from Klingspor; 


bottom from Berthold Type Foundry. 


cases. Several firms were demon- 
strating the advantages—elasticity 
and durability—of plastic blocks over 
metal ones. It was also pointed out 
that plastic blocks for printing will 
resist all minerals. The thermoplas- 
tic material can supposedly be used 
over and over again. 


>J. F. Crosfield Ltd. introduced a 
new Autotron model. The Autotron 
is used on many different printing 
presses to give automatic register 
control. In the new model, the speed 
of control has been increased by a 
patented circuit which pulls into reg- 
ister about three times as quickly as 
before. 

As an example of the finely-fin- 
ished printing accessories which 
Germany is making today, take the 
Krause three-knife trimmer made 
by the Wohlenberg company of Han- 
nover. This machine cuts piles of pa- 
per—for books, periodicals, brochures 
—in rapid-fire speed and is fully 
automatic. An operator only has to 
insert the stock, which is then 
trimmed according to specifications 
and ejected onto a conveyor belt. 
The height of the clamp which holds 
the paper is adjustable up to 514” 
and the number of piles trimmed can 
be varied between 12 and 25 per 
minute! Wohlenberg officials told AR 
that several thousand Krause trim- 
mers have been sold in the U. S. over 
the past year. 

5. Typefaces .. . European type 
foundries are very active these days 
and they have their eyes on the U. S. 
market. Klingspor Typefounders set 
up an American sales office several 
months ago (April AR). Now an- 
other German foundry, D. Stempel 
AG (Frankfurt), has decided to fol- 
low suit. It opened a joint office in 


May with Klingspor in Morristown, 
N. J. 

New typefaces were much in evi- 
dence at DRUPA, and the trend 
away from sans serif faces seems to 
be continuing. Simulated hand-let- 
tering and italics appear to predomi- 
nate in the new faces to be offered 
on the American market. At the 
Stempel exhibit, AR was told that 
Americans are more interested in 
italic faces today. 

Both Klingspor and Stempel 
brought out new faces for DRUPA, 
as did two other firms servicing the 
U. S. for many years now—Berthold 
Type Foundry (Berlin), represented 
in the U. S. by Amsterdam Conti- 
nental (New York), and Bauersche 
Giesserei (Frankfurt), selling 
through Bauer Alphabets Inc. (New 
York). 44 


American Type Founders 
Casts Rare Oxford Type 


A small production quantity of ex- 
tremely scarce Oxford and Oxford 
Italic type has been cast at American 
Type Founders (Elizabeth, N. J.) 


from historic matrices. Sixty job 
fonts of 12-point Roman including 
caps, lower case and figures and a 
lesser quantity of italic, in lower 
case and caps only, is available. 

The type, designed 157 years ago 
by Archibald Binny, was last shown 
in a specimen book of 1822 from 
James Ronaldson of Philadelphia. 
Mr. Binny and Mr. Ronaldson came 
from Edinburgh in 1795 and began 
type making in 1796. The matrices 
were preserved and when they came 
into possession of American Type 
Founders in 1892, the name Oxford 
was given the type. It is transitional 
in design between oldstyle and mod- 
ern. 44 





By Maurine Christopher 


Sponsors who use film television 
shows or commercials would do well 
to bone up on the Screen Actors 
Guild contracts. Advertisers and 
agencies can save themselves head- 
aches, and in some cases money, if 
they are more thoroughly familiar 
with the provisions of the talent 
union’s regulations for celluloid tv 
appearances. 

SAG, whose counterpart in live 
television is the American Federa- 
tion of Radio & Television Artists, 
represents all performers who work 
on film video commercials or shows. 
Regulations for each were laid down 
in separate contracts. The general 
principles for working conditions 
follow pretty closely the pattern the 
guild has maintained for actors in 
motion pictures. 

The 1953 contract for film com- 
mercials, which runs through Mar. 1, 
1955, applies for all on and off-cam- 
era actors whether the shooting is 
done in New York, Los Angeles or 
anywhere else in the U. S. This is 
the agreement to be discussed here 
since a great many advertisers make 
(through a producer) their own film 
commercials. Conversely most spon- 
sors buy their tv film shows ready 
made and do not therefore need as 
much detailed information on union 
regulations for film programs. 


> To find out what advertisers, agen- 


RADIO & TV PRODUCTION 


A knowledge of the Screen Actors Guild 
contract is essential for anyone who 


cies and producers should watch for 
in the guild regulations covering 
television, we went to see Florence 
Marston, eastern representative for 
the SAG and an expert on tv film 
contracts. 

Her first piece of advice was to 
make sure that the union security 
and preference of employment 
clauses, which carry penalties of 
around $100 per breach, are not vio- 
lated. The union security clause re- 
quires that every player employed 
by a tv film producer must be a guild 
member in good standing. 

To avoid penalties Mrs. Marston 
suggests that tv producers check 
with the nearest SAG office if actors 
are to be used who can not produce 
a paid-up union card. There are of- 
fices in Chicago, Cleveland, Detroit, 
Boston, San Francisco, Los Angeles, 
New York and Cincinnati. The con- 
tract permits the hiring of non-guild 
member actors for 30 days without 
violating the union security clause as 
provided by the Taft-Hartley law. 


> Since the 30-day grace period 
starts with the actor’s first employ- 
ment in the industry, a check should 
be made with the guild to be sure 
that the period has not already ex- 
pired because of previous employ- 
ment. 

However, if such player is to con- 
tinue working in film tv after the end 
of the 30-day period, he must join 
the guild. If one producer reports 


deals with tv film commercials. 


the hiring of a non-guild member, 
who, it later turns out, was em- 
ployed previously by another pro- 
ducer, who did not report the use of 
such player, the latter producer is 
liable for a penalty for failure to re- 
port. 

Mrs. Marston said that most of 
these union security slip-ups—and 
they do not seem to have been inten- 
tional, though the guild is becoming 
stricter about penalties now that tv 
is no longer in the swaddling clothes 
stage—occur when the sponsor’s 
agency sends a favorite model, stage 
actress or an actor who has not pre- 
viously worked in film to the pro- 
ducer without checking his status 
with the guild. If the producer is 
pressed for time, such non-guild 
members are not always reported to 
the guild in writing within 15 days 


About This Article 


This article is not intended for the 
experts who work with the SAG con- 
tract daily. It was written to assist the 
average adman who, in this tv age, 
must work with film tv commercials 
occasionally. With the cooperation of 
the Screen Actors Guild, AR has at- 
tempted to simplify the many facets 
of the basic contract which estab 
lishes rates for talent used in film 
commercials. 
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of their first employment as specified 
in the contract. 


>The preference of employment 
clause is similar though not identical. 
This requires that preference be 
given to “qualified professional ac- 
tors” if the necessary type is “rea- 
sonably and readily available.” Since 
professional players are usually se- 
lected by producers anyway, and 
since there are exceptions to take 
care of special cases such as “name 
specialty groups, persons portraying 
themselves, persons with special 
skills,” etc., this requirement pre- 
sents few problems. It does, however, 
serve to prevent the use of non-guild 
members as extras. 

Even before the commercials are 
cast the sponsor, agency and pro- 
ducer should get together on care- 
ful pre-planning. Always a money- 
saver in television, advance planning 
can be especially so in film tv. It en- 
ables the producer to utilize the time 
of crew and cast to greatest advan- 
tage. SAG members work on con- 
secutive day schedules; a producer 
who rehearses on Monday and shoots 
on Wednesday will owe the actors 
for three days of work. 

In certain categories, if the an- 
nouncements are to be repeated 
several times, the sponsor can save 
money on the talent fees if he knows 
in advance and guarantees payment 
for several re-uses “prior to the first 
use.” That is if he orders the re-uses 
before the commercial goes on the 
air the first time. 


> The contract defines filmed com- 
mercials “as short advertising mes- 
sages made as motion pictures, gen- 
erally three minutes or less in length 
and intended for showing over tele- 
vision. Advertising or commercial 
messages include any narration, dia- 
log, songs, jingles or other matter 
which depicts or mentions the spon- 
sor’s name, product or service. They 
include program openings and clos- 
ings which mention the sponsor’s 
name, product or service.” 

SAG’s minimums for tv commer- 
cials are not based on the amount of 
work done by performers. Classified 
as players and entitled to a minimum 
fee of $70 for each commercial in 
which he appears on camera are the 
following: “Anyone who is seen and 
who speaks (or sings) a line or lines 
of dialog, whether directly employed 
for such work, or after being hired 
as an extra” and “anyone whose face 
appears silent, alone in a stationary 
camera shot, and is identified with 
the product or service or anyone 
whose face appears silent and whose 
foreground performance illustrates 
or reacts to the off-camera narration 
or to the commercial message being 
given.” 
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In short an actor, who doesn't 
speak a line but whose face is shown 
on the screen alone with the product 
or in the foreground reacting to or 
illustrating something being said, 
comes under the same minimum 
classification as the announcer who 
makes the sponsor’s pitch. A provi- 
sion which obviously serves to cut 
down on the number of people used 
in film commercials particularly if 
they are due to get extensive re- 
runs. 


> Extras for crowd scenes, etc., in 
which they are not personally sin- 
gled out but make up part of the 
human background are available for 
$18.50 a day. Special ability extras 
(the director gives them a bit of 
business to do) and dress extras get 
$25 a day. Extras do not get use and 
re-use payments. 

Anyone who speaks or sings some- 
thing off-camera is entitled to not 
less than $45 ($35 if specified for 
Class C spot announcement use only) 
per commercial, except group singers 
and “omnies.” Off-camera per com- 
mercial minimums for group singers 
are $25 per person for groups of four 
or more and $30 per person for ag- 
gregations of two to four per com- 
mercial. 

“Omnies,”’ which comes from the 
Latin word meaning “all together.” 
is the theatrical term for those peo- 
ple in crowds who say “hail” when 
the king rides past in his carriage, 
“bravo” when the diva finishes her 
aria and “skol” when they lift their 
glasses in the beer commercial. These 
people are paid as extras. 


> This, however, is merely the be- 
ginning of the arithmetic exercises. 
The v.p. in charge of budgets for the 
producer and the advertiser should 
be able to cope with daily base pay 
minimums, per commercial mini- 
mums, geographic minimums based 
on the number of cities in which the 
spot is used, differences between pay - 
ment for spot and program use and 
payment for re-use, again differen- 
tiated according to territory covered 


> BLA Danck. 


“Chief really going in for merchandising 
promotion!” 


and whether aired as an announce- 
ment or program commercial. 

If an announcer works one day 
“on-camera” and appears in one com- 
mercial, he draws a “daily base pay” 
of $70. Since this is equivalent to the 
unit payment due hiin for that com- 
mercial, no further unit payment is 
owed him. If during that one day he 
completes three commercials, then 
he is due $140 as additional unit pay- 
ment. 

On the other hand should it take 
the announcer three days to com- 
plete two commercials (an unlikely 
example if the operation is an effi- 
cient one), he must be paid $210 to 
cover the three days of work. This is 
full payment for making such a spot. 
but it is not necessarily, nor usually, 
full payment for the use of the spot 
as only one day’s base pay ($70) can 
be credited against the use of any 
single spot. 


> Use and re-use fees are based on 
market classifications. If the material 
is telecast in one to five cities, it falls 
into Class C. From six to 20 cities 
makes it Class B and over 20 makes 
it Class A, the most expensive cate- 
gory. New York, Chicago and Los 
Angeles each count as seven cities 
and any combination of the two con- 
stitutes Class A use. 

The sponsor should, of course, be 
aware of the SAQG’s definition of 
spot. SAG considers a commercial a 
spot “if it is broadcast by non-inter- 
connected single stations and (a) is 
used independent of any program or 
(b) is used on local participating 
programs (available to more than 
one than one advertiser and not 
‘sponsored’ by any advertiser). All 
other uses of a commercial, includ- 
ing ‘hitch hikes’ and ‘cow catchers’ 
shall be program uses.” 


> An advertiser can make unlimited 
use of a commercial as a spot for 13 
weeks if the following is paid: 


Class of Use On-Camera Off-Camera 
Class C $ 70 $35 
Class B 105 52 
Class A 140 7C 


Every 13 weeks renewal for the 
two top categories will cost the ad- 
vertiser the same amount. The spon- 
sor is entitled to unlimited use in 
Class C markets for another 13 weeks 
with the payment of an additional 
$35 to the actor for on-camera and 
off-camera work. 

The unit payment may be credited 
against the use payment so no addi- 
tional use payment is required for 
the first 13-week run of a spot in 
Class C markets. If it is to be tele- 
vised in the two more expensive 
categories, the advertiser must pay 
the difference between the unit fee 
($70 on camera) and the use fee. 





>If the sponsor wishes to air the 
film as a program commercial, he can 
repeat it as many times as he likes 
for 13 weeks if the actor (or singer, 
unless he is one of an off-camera 
group of singers or a soloist in a pro- 
gram signature) has been paid: 


Class of Program 

On-Camera Off-Camera 
A odes : $105 $80 
B 3 140 90 


He can repeat the same type of 
Class B use for another 13 weeks for 
another $140. If he is within the five- 
city class C area and orders 26 weeks 
program use and pays for it prior to 
the first use, the actor’s fee will be 
$185. If, however, he orders one 13- 
week series, starts the series and 
then decides to repeat for another 13 
weeks, the advertiser must pay the 
re-use fee of $105. 


> For Class A program coverage the 
breakdowns must be more detailed: 


On-Camera Off-Camera 

Single use $70 $45 
Individual re-use 50 35 
If prior to first Class A use, the player is 
guaranteed payment for three uses during 
13-week cycle: 

150 105 
lf prior to first Class A use, the player is 
guaranteed payment for eight uses during 
13-week cycle: 

350 2959 
lf prior to first Class A use, the player is 
guaranteed payment for 
13-week cycle: 


13 uses during 


500 350 
When during any 13-week period of Class 
A use a player has been paid the follow- 
ing amounts, no further payment shall be 
due for Class A use during that 13-week 
cycle: 

650 485 
When during any two consecutive 1|3- 
week cycles of Class A use the player 
has been paid the following amounts no 
further payment shall be due for Class A 
use during that 26-week period: 

1150 865 


It should be remembered that the 
unit payment, as in the case of the 
spot examples, can be credited 
against the use payment of program 
commercials. But if the commercial 
is run as a spot and a program com- 
mercial, the SAG member must be 
paid separately for both ty~es of 
uses. The difference between t..e unit 
and use payment is due within 10 
days after the first use of the com- 
mercial. 

For purposes of use payments the 
13-week cycle can be arranged to 
suit the advertiser’s convenience and 
figured separately in each market 
with the stipulation “that in no event 
shall such cycle extend for more than 
13 weeks in any one market, nor be- 


yond 17 weeks after the first use of 
the commercial in such cycle in any 
market.” 


> As pointed out earlier, singers who 
appear on-camera, even in groups, 
come under the same minimums as 
though they had talking parts. Off- 
camera soloists qualify for the fees 
already detailed for speaking players 
except that they come under differ- 
ent use standards if they perform in 
an off-camera signature for a spon- 
sored program. A singer qualifies as 
a soloist if he sings five bars or more 
alone. 

Group singers off-camera form a 
separate category for unit, use and 
re-use payment. A producer can re- 
cord as many commercials for a sin- 
gle sponsor as he likes during a four- 
hour session, but jamming them in 
won’t save money because, like other 
SAG members, the group singers are 
paid per commercial as indicated 
earlier—$30 per person if groups of 
two to four and $25 per person if in 
groups of more than four voices. 

Use and re-use minimum fees for 
unlimited televising of multi-voiced 
jingles as spots as indicated follow: 
Class C (for each 26 weeks use) 

2-4 voices $30 per person 
over 4 voices 25 per person 
Class B (for each 13 weeks use) 

2-4 voices 30 per person 
over 4 voices 25 per person 
Class A (for each 13 weeks use) 

2-4 voices 

over 4 voices 3 


40 per person 
2.50 per person 
The fee for program uses is about 
the same, and again the advertiser 
can save a little on his budget if he 


guarantees payment for several uses 


prior to the first use. 


> Fees for off-camera singers who | 


take part in musical signatures, 
which include the sponsor’s name at 
the beginning and end of programs, 


are somewhat higher than the use | 


scale for group singers who set the 
words to the jingles aired as pro- 


gram commercials. The range is from | 


$32.50 per person (duet to quartet) 


per 13-week cycle for Class C cov- | 
erage to $67.50 per person (due to 








PRODUCTS FOR THE 
ADVERTISING ARTIST 


New! Rubber Base E-Z FRISKET 


Given up on prepared frisket. products? 
Here’s one that really 

works! New E-Z Frisket is 

made with a rubber base 

adhesive that adheres to 
photographs or drawings 

and comes off clean. Use 

it on retouched areas 

without worry — leave it 

on. for long periods with- 

out injuring your copy. It 

comes to you ready for 
use—the adhesive is al- 

ready on the back. Only 

genuine E-Z Frisket has 

the rubber base adhesive 
especially formulated for 
retouching. Still skeptical? 

— write for free sample. 

No. 133—24” x 5 yds. $4.00 roll 
No. 134—24” x 20 yds. 12.00 roll 


TOMKINS TELEPAD 


Leading agencies and 
studios use the Tom- 
kins Telepads to make 
neat, orderly, TV 
“storyboards.” Each 
pad contains fifty sheets 
of fine white visualizers 
paper. Each sheet is 
divided into 12 perfor- 
ated sections that have 
preprinted areas for 
video and audio conti- 
nuity. A real time saver! 


$3.50 each $38.50 Doz. 


FREE: “BROWN INK,” published 
monthly, keeps you up-to-date on 
the newest ideas for artists. 
Write on your letterhead. 


ARTHUR BROWN & BRO 


2 WEST 46th STREET NEW YORK 


. for more details circle 381, page 109 


A dvertising 

R equirements 

gets 

A amirabli 

R esults 

for FOTOTYPE 

AR produces “ more than 
two and one half times as many 
requests as from any other mag- 


azine’, says D. F. Buckingham, 
President, Fototype Inc. 


AR for 
Au: ertising 


Try It! 


BResalts 





SWITCH FROM STILL. SLIDES! 


aaa COTE 


ANIMATED TV 
SLIDES ¢- FILM 


FULL OF ACTION! THEY ZOOM, 
FLASH, SPIN, ROLL and BURST! 


FILMACK STUDIOS 


1332 So. Wabash 


SEND Us ; 
TRIAL ORDER! 


48 HOUR 
a tts-t- Tea R SERVICE! 


. for more details circle 407, page 109 
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Charlie Chaplin's Ghost 


You may not see it, but the ghost 
of the little man with battered 
bowler, diminutive mustache and 
over-size shoes will be lurking 
behind some tv commercials in the 
near future—especially if the film 
uses a dusty lamp post or an old 
buggy as one of the props. 

These and other props—dim 
memories of great movies like 
“The Kid"’ or “The Gold Rush” or 
‘The Dictator''—are being used by 
Kling Studios (Chicago) wherever 
it has a chance in its scheduled 
filming of full-length features, tv 
commercials and syndicated film 
series for tv. 

The props and many sets and 
production items came to Kling 
when the company acquired a 
long-term lease of the famous 
Charles Chaplin Studios in Holly- 
wood. 


quartet) for Class A shows. The 
soloist’s use fee ranges from $80 to 
$135 for musical signatures. 

If a sponsor films his program 
lead-in and lead-out and uses an off- 
camera voice 13 times in a 13-week 
cycle, it will cost him a talent use fee 
of $280 and $415 if repeated 12 times 
in a consecutive 26-week period 
(“provided that the player is guar- 
anteed payment for 13 uses, prior to 
the first Class A use.) If the actor is 
seen on the air, the use fee is $400 
and $570 respectively for the same 
sort of runs. 


> Advertisers who wish to resurrect 
more or less dateless commercials 
which have been unusually popular, 
or to continue their run without in- 
terruption over a long period of 
time, should remember that they 
need the written permission of the 
talent concerned to do so after 18 
months or so. This provision is to 
protect performers who, though they 
worked cheaply in spots a few years 
before, may later be much in demand 

perhaps even as a sponsored star 
for a more or less competitive com- 
pany. 

Written permission for further re- 
runs is required from on-camera 
players “not more than 18 months 
from the date of first or from a date 
six months after the date of comple- 
tion of principal photography, which- 
ever date is earlier.” For off-camera 
voices the maximum period of tele- 
vising without written permission 


from actors for further scheduling is’ 


from two to two and one-half years 
depending on the category involved. 


If you can’t locate the player in 
the commercial you wish to continue, 
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notify the guild in writing. If the 
guild can’t find him in 30 days, his 
consent will be presumed to have 
been given for re-run at the original 
fees, with his payment going to the 
guild, which holds it for the player. 


> Once his commercial is filmed the 
advertiser is relatively free to edit 
it as he pleases. Nor is any extra 
payment to the talent required. Mr. 
Sponsor, for example, may: 


1. Lengthen or shorten the com- 
mercial in the cutting room with a 
sound track for each version but the 
“sound track for each version must 
be the same except for such changes 
as are required for timing and syn- 
chronization.” 


2. Change the beginning and end 
“as long as the products advertised 
are of the same type and class and 
are advertised under the same brand 
name.” For example, if Ballantine 
wants to get in a plug for beer and 
ale in the opening of a commercial 
originally devoted to beer only, this 
is permissible. 


3. Revise the audio portion of a 
commercial and combine it with the 
old video, but he must withdraw the 
original version of the commercial 
with the old sound from further use 
during this particular cycle. 


4. Vary the off-camera message to 
meet regional requirements necessi- 
tated by variances in state laws. An 
announcer who makes this type of 
regional spots for a single advertiser 
such as margarine, which can be sold 
colored in some markets and not in 
others, is paid the same fee he would 
get for doing the spot once He does 
not collect a unit payment for each 
version if the variations are minor. 


5. Rearrange, re-edit, cut, splice or 
otherwise change the video portion 
of the film “as long as no substantial 
change is made in the material, pro- 
vided that the commercial in its 
original form” is withdrawn from 
circulation. 


6. Put in dealer identifications. 


>If commercials are classified as 
dealer announcements, they fali un- 
der still another set of minimums, 
but it adds up to about the same. 
SAG permits the use of dealer com- 
mercials as a “spot or as a Class B or 
C program commercial on local non- 
interconnected stations where the 
station time is contracted by the 
dealer.” The guild, however, requires 
the manufacturer to nutify the dealer 
in writing of the expiration date of 
the use rights to the film. 


The contract also makes liberal 
allowance for companies with sea- 


sonal sales problems. All require- 
ments for commercials with a 
Christmas, June bride, Valentine, 
etc. theme are the same as those for 
any other except that the advertiser 
has a much longer period of permis- 
sible use before written permission 
for further repetition is necessary. If 
the commercials are not used more 
than one 13-week cycle in each sea- 
son, this maximum period of permis- 
sible use is 39 months. The contract 
must say it’s a seasonal one so the 
player will realize what he’s getting 
into at the outset. 


Any advertiser, agency or film 
producer who does not have a copy 
of the SAG contract for filmed com- 
mercials, the tv supplement covering 
video film programs and the codified 
basic agreement of 1952 for the mo- 
tion picture industry, which sets the 
working standards for television, can 
get one free by calling the nearest 
SAG office. 44 


TV Slides Animated 
By Filmaack Process 


Animated tv “slides” are the lat- 
est wrinkle being offered advertisers 
by Filmack Studios (Chicago). To 
bring action to tv commercials us- 
ually presented with slides, Filmack 
has developed a special system for 
producing this material on either 
16mm or 35mm film. 

By using basic slide techniques, 
Filmack is able to offer 10-second 
film spots for $10. Among the action 
effects which can be included are 
wipes either across, up or down; a 
line or a word or letters can flash 
on one at a time; a logotype or group 
of letters can flash on and off; bursts; 
zooms; dissolves; spins; rollers; 
backups, etc. 

Copy for the spots is either hand- 
lettered or set in one of 75 typefaces 
available from Filmack. If required, 
a station ID will be inserted. Fil- 
mack’s library of over 10,000 varied 
art subjects is also available for 
these spots, without additional cost. 


>The animated spots are silent, but 
if music is requested, Filmack can 
obtain it from its own library of over 
3,000 selections which have been 
cleared for tv use. Audio can be 
added at additional cost. 


The advantages of this method of 
producing 10-second spots, accord- 
ing to Filmack, are that it eliminates 
slides getting out of rotation; auto- 
matically solves the problem of what 
size slides to use and can be pro- 
duced within 48 hours. 


A folder giving additional details 
is available from Filmack. 


For your copy circle No. 35! on the 
Reader’s Service Card inside back cover. 





“ “dost fhe the Origmai! 
BUILD A 
couection > ~J 


The Carousell . . . Revell developed this 
revolving vertical merchandiser, the Ca- 
rousell, to take up little space. 


Based on the belief that too little 
attention is paid to point of sale aids 
to retailers, Revell Inc. (Venice, 
Cal.), model manufacturer, is using 
two distinctive display units to boost 
sales and broaden the company’s 
markets. 

Revell originally entered the plas- 
tic toy field in 1947. Moderate success 
was enjoyed, but as is typical in the 
toy field, it was learned that the toy 
business is one of rapidly declining 
sales after the introduction of a new 
item. 

Outside of a few “staples” the 
vogue for a particular toy is brief. 
Toys are an impulse item, and cus- 
tomers usually want to know “what’s 
new?” Too, the business is highly 
seasonal. 


>For these reasons, the company 
entered the hobby field in Apr., 1952, 
with five “early American” automo- 
bile models. It was believed the field 
was wide open for reasonably priced 
auto models, not too difficult to as- 
semble, and authentic in appearance 
when assembled. At that time, most 
auto hobby kits retailed for from 
$2.50 to $3.50 and required from 20 
to 40 hours to assemble. 

Revell came out with individual 
hobby kits, in plastic, retailing from 
69¢ to 89¢, requiring from 30 minutes 
to an hour to assemble, and provid- 


WINDOW & STORE DISPLAYS 


evell Merchandisin 


isplays Give 


New Dimension 
o an Old Hobby 


Building scale models has long been a popular 
hobby . . . but Revell has turned it into a big business. 
One of the major factors in Revell’s success 


has been its effective display units. 


ing an authentic model of an old- 
time car. 

At the same time, considering that 
hobby items are also somewhat sea- 
sonal, and that hobby stores in them- 
selves did not offer sufficient volume 
to allow mass production and low 
popular prices, it was decided mar- 
kets must be broadened. 


. 


>This led to entering the fields of 
variety, toy, hardware, sporting 
goods, drugs and soft goods stores. 
In the development of these outlets, 
point of sale fixtures have played an 
essential role. Today, hobby outlets 
account for approximately 25% of 
total sales. 

In the opinion of Milt Grey, mer- 
chandising head for Revell, too few 
manufacturers assume, as they 
should, the responsibility for the 
movement of merchandise all the 
way through the plant right up to 
point where the actual sale is made. 

For example, he points out, few 
non-hobby outlets have the facilities 
for a hobby department. Operators 
of such stores feel they do not have 
adequate space to display hobby 
items, or that sales will not be in 
enough volume to justify the space 
required. Many of these stores are 
operated by small businessmen not 
equipped with the background to 
compete successfully with larger 
stores. 


> With this thinking in mind, early 


in 1953 Revell developed the “Carou- 
sell,” a vertical display requiring 
just 15x15” of counter space. Being 
vertical, it requires one-sixth the 
space needed for a conventional 
counter display carrying the same 
amount of merchandise. 

The Carousell, which revolves, 
carries a six dozen assortment of 
various models. (The company’s 
original line of five auto models is 


The Bull’s Eye . . . Later Revell produced 
the ‘‘Bull’s Eye Floor Merchandiser’ to 
provide a more complete hobby unit 
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being continuously expanded, as are 
those of ships, boats, planes, and fire 
engines, which have been added to 
the line.) The dealer had to pay $36 
for approximately $60 worth of kits 
at retail selling prices. At this price, 
the cost of the display unit was di- 
vided between Revell, jobbers and 
dealers. Within a period of 14 months, 
17,000 Carousells had been sold. 

For Revell, the display increased 
the display of merchandise by four 
times, and sales reflected the fact. 
Dealers found it took a minimum of 
space, encouraged self-service and 
impulse sales and encouraged mul- 
tiple sales because all models were 
easily visible. 


>A sales bonus for Revell was the 
fact a salesman could walk into a 
store displaying the Carousell and 
could inventory merchandise at a 
glance. He didn’t have to ask the 
dealer about inventory and re-or- 
ders. He could see what was needed, 
write an order and ask for an okay. 

One of the reasons attributed for 
the success of the Carousell was the 
fact that in effect it gave a non- 
hobby store a hobby department in 
a minimum of space, and without any 
special problems. 


>Having proved such a display 
would sell merchandise in just about 
any type of retail store with plenty 


of traffic, the next objective was to 
develop a larger unit which would 
have a correspondingly larger sales 
potential and increase the display 
space given Revell. 

This led to a new unit introduced 
early this year, under the name 
“Bull’s Eye” Floor Merchandiser. 
The Bull’s Eye was presented as “a 
complete Hobby Kit Shopping Cen- 
ter, occupying only 2°x3’8” of floor 
space.” 

The new unit can be described 
as an open-frame secretary, with a 
high back on which there are three 
shelves. It was made of heavy 
wrought wire, which was decided 
upon after many tests. The selection 
was made because the use of such 
wire facilitated making it portable, 
yet easy to assemble; it shipped eas- 
ily; light in weight, shipping costs 
were minimized; wrought iron now 
has a popular vogue. 
>The original stock sold with the 
Bull’s Eye (dealer cost, $98.94) con- 
sists of a gross assortment of 30 dif- 
ferent models. The price covers the 
dealer’s payment of $25 for the dis- 
play unit. Revell assumes the re- 
mainder of the $50 cost, with the 
jobber paying nothing. 

An optional purchase of 11 differ- 
ent models assembled for display is 
sold to dealers for $20. On this score, 
the three top shelves were designed 


py the appealing action 


EL 


LOL 


Use Low-cost BATTERY-OPERATED 


HANKSCRAFT 


@ Effective, full, correct silent motion assured ee 7 


@ Long sustained motion provided for motor with 
single; standard, harmless flashlight battery 


®@ No electrical outlet needed 


® Economical, safe 


, dependable — rigid 


7 frame construction 


THE HANKSCRAFT CO. 


Reedsburg, Wisconsin 
Please send me FREE manual on 
Hankscraft Display Motors. 


Name 


16 pages of detcited information 
and drawings on 11 basic Hanks- 
craft models, special motor appli - 
rations, and free engineering ser - 
vice that will help you plan the 
most effective animation for your 


display. . i ecccsncinscnses 
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Company.. 


Street Address 


Pea State 


so that they almost make the use of 
assembled models a “must.” This is 
considered important, because expe- 
rience has proven assembled models 
attract attention and stimulate im- 
pulse sales. 

Unlike the Carousell, the space 
within the Bull’s Eye can be changed 
by means of movable dividers to 
accommodate many different sizes 
and shapes of hobby kits—even those 
of competitors. This last fact is be- 
lieved to be one of the unit’s strong- 
est selling points. 

It enables Revell to present the 
unit as a complete hobby depart- 
ment, not just another Revell sales 
fixture. At the same time, care was 
taken to keep the unit compact, and 
take advantage of free vertical air 
space, as was done with the Carou- 
sell. As constructed, the Bull’s Eve 
can be used against the wall, or two 
of them, back-to-back, can be used 
to form an island display. 

Speaking for Revell, Milt Grey 
says these two very successful units 
are not thought of in terms of dis- 
play but as merchandising units that 
provide dealers who need help with 
the help they need. He points out 
they are in line with the continuing 
trend toward self-service. “People 
don’t want to be sold,” he says, “but 
they do like to inspect an item, de- 
cide what they like, then buy it.” 44 


HANKSCRAFT COMPANY 
Reedsburg, Wisconsin 


Sales offices in these principal cities: 


CHICAGO © PHILADELPHIA @© MINNEAPOLIS 
@NEW YORK © DALLAS © TORONTO (Ontario) 
SAN FRANCISCO (Erliach Lee Compony) 
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Aquarium Attraction . . . Chief attrac- 
tion in this Kessler whisky display is a 
polyestyrene aquarium that will hold wa- 
ter and live tropical fish. For bars where 
ive fish are prohibited, Merit Displays, 
which produced the display, provides a 
molded vinyl piece that, when placed in 


the fish bowl, gives the appearance of 
fish and water. 


Vlerit Builds Aquarium 
Into Kessler Display 


It won’t be long before you may 
be able to bone up on ichthyology 
at the corner bar. Tipplers can peer 
over their beer at the tropical fish 
swimming about in a new Julius 
Kessler Distilling Co. display and 
discuss the care and feeding of the 
fish with the bartender. 

Designed by Merit Displays Co 
(Paterson, N. J.), an actual molded 
polystyrene fish bow] is the dominant 
focal point of this whisky display, 
intended to hang in back bar loca- 
tions. Another attraction is the bas- 
relief replicas of authentic lures that 
surround the fish bowl. Silk-screened 
in six colors, the frame for the bow] 
was vacuum formed from Styron by 
Merit. 

For bars that are restricted by 
state laws from the use of live fish, 
a colorful reproduction on green 
tinted vinyl material is available to 
simulate live fish and water. Seen 
through the molded Styron, the 
vinyl fish look iridescently “real.” 

The display will be distributed to 
bars and retail liquor outlets in New 
York, Maryland, Ohio, Pennsylvania, 
California and Wisconsin. 44 


Plastic Flasher Light 
Described in Leaflet 


A flasher light, encased in molded 
plastic, for illuminating displays is 
described and illustrated in a leaflet 
issued by Noel Mfg. Co. (New York). 
Called the Noel Flasher 5400, the 
light is rated from five to 100 watts, 
120-Volt on either AC or DC. Five 
sets of cords for blinker and flasher 
lights are also shown in the circular. 


For your copy circle No. 352 on t 
Reader's Service Card inside back cove 
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life of over a year! They get 100% usage. 

Hollywood Banners are budget money savers! 

Hollywood Banners don’t have to be a complete giveaway... 
dealers put money on the line for them. 

Hollywood Banners are eye-catching, glamorous, memorable. 


Hollywood Banners have become a “must” in dealer help 
programs. 


AY-Yile ila 
FREE BOOK 


It’s a “must” for every sales and ad 
executive. It’s chock-full of point-of- 
purchase product selling ideas and will 
help you wrap up a successful advertis- 
ing and merchandising campaign. 


TATU) hd ee 
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A R than any other publication. 
If you sell advertising 
REACHES services, materials and 
MORE equipment to or through 
ADVERTISING agencies, your ad in AR 
will reach the top in 
AGENCIES vepubin 


ADVERTISING REQUIREMENTS 
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HOLDS DISPLAY TO ANY SURFACE 
a8 


UAT LL Gee 


FOR MOUNTING LIGHT: DISPLAYS 


) DURABLE RUBBER ba ae 


CEIL-STICK...... 


FOR SUSPENDING MOBILE DISPLAYS 


A) eS Ma 
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Electrifying 
Response! 


When you plug into an ad 
schedule with AR your sales 
message is wired for results— 
plus! 

With over 151,000 requests 
within a year for information 
offered by suppliers, AR has 
lit up a spectacular record un- 
equalled in business paper 
history. 

AR's high voltage response 
comes from the 21,000 actual 
buyers of advertising’s pro- 
duction, promotion and mer- 
chandising services and 
materials. 

For electrifying response to 
your sales story, throw the 
switch for an ad schedule in 


ADVERTISING 
REQUIREMENTS 


84 ¢ ar + August 1954 


Cooling Idea . 


. . This is a typical window display using Frankfort Distillers’ plastic ice 


cake and frozen four red roses. A small ‘‘calling card’’ presents the copy, ‘‘Cooling Idea.’’ 
The ice cake and the ‘Cooling Idea’’ message set the theme for Frankfort’s summer 


campaign. 


Frankfort Distillers Again Plans Summer 


Displays Featuring Frozen Roses Motif 


The four red roses “frozen” in a 
cake of ice display is almost as fa- 
miliar a summertime sight as lawn 
sprinklers and girls in shorts. For the 
eighth successive year, Frankfort 
Distillers Corp. (New York) is again 
building its summer display program 
for Four Roses whisky around the 
cake of ice and frozen roses motif. 

Frankfort was one of the first dis- 
tillers to run special display cam- 
paigns during summer months — 
months usually considered bad busi- 
ness months. This year Frankfort has 
scheduled full-color, full-page ads to 
run in a number of national maga- 
zines during June, July and August. 
These ads also will feature the cake 
of ice and roses. Complementing ad 
campaign, a variety of point of pur- 
chase materials has been developed. 

Included among these are: 


1. Ice Cake Window Display ...A 
life-like plastic ice cake emerges, 
with a 3-D effect, from a shadowbox. 
Frozen in the ice are the well known 
four red roses. A small card resem- 
bling a calling card reads simply, 
“Cooling Idea.” The display is sur- 
mounted by the lettered brand name, 
“Four Roses.” 


2. Miniature Ice Cake Display .. . 
This display is identical to the larger 
display. The miniature, about 18” tall, 
is designed to hang over backbars or 
stand on counters. 


3. Ice Cake Backbar Trim Kit... 
Consisting of seven separate pieces, 


this kit contains striking full-color 
reproductions of various mixed 
drinks printed on clear acetate, which 
surround the full-color acetate Four 
Roses ice cake. Here the whisky is 
advertised “on ice.” At each side of 
the display appears a bottle of Four 
Roses, sitting in a drift of snow near 
another mixed drink. This piece is 
also acetate. 


4. Ice Cake Door Sign . . . Printed 
in full-color on clear acetate, the 
phrase, “It’s Cool Inside!,’ appears 
on this attractive sign which may be 
placed on the retailer’s door or 
window. 

The ice cake campaign has at- 
tracted a lot of attention and praise 
from public, Ralph Reese, Frank- 
fort’s advertising manager for Four 
Roses, commented. And Frankfort 
will continue to repeat it as the cen- 
tral theme for its summer campaigns 
so long as this is true. 44 





ON LOOKING 


aor me he! 


Eye-Beam Display . These two views 
of a sample Dosie &G Johnson new “‘Eye- 
Beam” display show how the unmounted 
lithographed sheet has a unique easel 
stand and is folded on the margins so that 
the display stands alone. Artwork for the 
new type display is prepared the same as 
for the conventional board-mounted type. 


New Display Eliminates 
Need of Board Mounting 


Application of a new design prin- 
ciple has made it possible to produce 
rigid display pieces that need no 
board mounting, according to Dosie 
& Johnson Co. (Milwaukee). The 
company calls its new units “Eye- 
Beam” displays. 


The revolutionary new displays 
are lithographed on a special light- 
weight paper, with preliminary art 
and copy preparation identical to 
that used for conventional displays. 
However, instead of mounting the 
printed sheets on cardboard, the 
Eye-Beam display sheets are folded 
at the margins and equipped with a 
specially-designed tension easel 
which fits the marginal folds. This 
tension easel permits the display to 
stand alone, without additional back- 
ing. 


Dosie & Johnson claims that its 
new Eye-Beam displays cost 65% 
less than the conventional board- 
mounted type, and that the total dis- 
play weight is reduced by 85%, cut- 
ting shipping and packing costs. The 
company reports that the cost is 
$405 for 5,000 16x19” displays, as 
compared with an estimated $770 for 
the same size and number of dis- 
plays mounted on .055 finish board. 
The displays are available, either 
horizontal or vertical, in sizes rang- 
ing from 16x19” to 33x43” in the 
vertical, and from 13x21” to 37x52” 
in the horizontal. 


The company has produced a bro- 
chure showing cost comparisons of 
its unmounted displays with the con- 
ventional mounted. The charts also 
compare packing and mailing costs. 
Sizes and a note on preparing art for 
the displays are also included in the 
brochure. 


For your copy circle No. 353 on the 
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MAGIC OF AN IDEA 


i 
N 
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can set afire the imagination of the multitude 

. can set your product apart from the many 
and create in that multitude the urgent desire to 
seek out your product above all others. 


Nelson Associates can provide the experience and 
the ability to create such magic . . . to 

convey the sparkle of the idea to your particular 
audience . . . to increase the effectiveness 

of your sales activities. 


And we can prove it! 


Send for our booklet, “WHAT MAKES US TICK?” 


@ Member—Point-of-Purchase Advertising 


Institute, Inc. 


NELSON Associates 


3114 Grand River Ave. 


Coe 


The gem-like sparkle back- 
ground of this shade gets 
real attention. Ample space 
for sales story. Comes in a 
variety of colors. Latest de- 
sign, black wrought iron 
base with rubber feet. 
Height 9” overall, shade 6” 
wide at bottom. 


A full size replica. True 
product identification at its 
best. Brilliant letter effect 
and actual coloring gives 
maximum attention value 
Heat roto provides con 
stant motion. Height 8 


overall. 5” diameter. 


Really new and different 
Create your own billboard 
campaign in mimature at 
point of sale. Easy to change 
copy for special or seasonal 

. campaigns. Faithful true 
scale miniatures of 24-sheet 
posters — perfect tie-in for 
outdoor advertisers. Comes 
blank or your choice of 
copy 


Now for the first time you can buy effective, 3 dimen- 
sional lighted signs and motion displays, especially 
designed for you, at a price to fit your advertising 
budget. WRITE FOR LITERATURE AND PRICES. 


OPENINGS IN SOME TERRITORIES 
FOR SALES REPRESENTATIVES WITH FOLLOWING. 
ie ©. re— 
out “Pak Of © eeeeenceccscaca 
bY 


PLASTIC SERVICE CO. 


1725 SO BROADWAY « LOS ANGELES 15 CALIFORNIA 


MANVEACTVOID BY 
“anf 


Inc. 


Detroit 8, Mich. 


. . . for more details circle 444, page 109 


WE MOVE GOODS 


COOPER'S new UNI-SIZE socks’ 
called for customer self-demon- 
stration and self. selection. This 
display. which we developed with 
their merchandising exécutives. 
filled the bill surprisingly well 
So WELL that Cooper dealers 
have made five re-orders neces- 


SF baa 


Specialist 


2 3 Twill ewe 


er hae? 
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THE NEW 


“ALL-PURPOSE” DISPLAY SETTING 


BY GIBRALTAR 


| 


For Trade and Hotel 
Shows .. . Sales 
Meetings .. . Interior 
Floor Displays... 
Special Product 
Promotions... 
Window Backgrounds 
... Campaign Drives 


ONLY 


$35° 


It’s dramatic... it’s durable... 
it’s precision-built of silken 
surfaced corrugated board in 


beautiful pastel blue... it’s 
“all-purpose”! There are 
hundreds of ways to adapt 
this basic display to your 
individual needs. 


= 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


8101 Tennelle Ave., North Bergen, New Jersey 
LOngacre 5-3405, N. Y. or UNion 3-4700, N. J. 
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Stands 7'4” high, including 
canopy ; adjustable in width 
from 13’4” to 6’8”. Sets up 
easily. Weight, including packing 
case, only 33 pounds. Quantity 
prices on request. 


To show and sell any product, 
any idea, any service .. . just 
fill out the coupon... 


GIBRALTAR CORRUGATED PAPER CO., INC. 
Merchandising Display Division Dep AR-8 
8101-25 Tonnelle Ave., North Bergen, N. J. 

[_] Enclosed find check in amount of $____ 
 —_——s Gibraltar “All-Purpose” Dis- 
play Settings at $35.00 each. (We ship by 
Railway Express unless otherwise specified.) 
F.O.B. North Bergen, N. J. 

[) Send me the Gibraltar “All-Purpose” Display 
Setting brochure. 


NAME 
COMPANY. 
ADDRESS 
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SHOWS & EXHIBITS 


How to Attract 

ore 
ustomers 
o Your 


The success of many an outstand- 
ing exhibit has been the result of an 
advance build-up which not only 
brought large numbers of visitors to 
the exhibit, but pre-conditioned 
them for the sales story presented. 

To help exhibitors do a more ef- 
fective job of pre-show promotion, 
Clapp & Poliak, New York producer 
of industrial expositions, has pro- 
duced a handy 12-page booklet. 
“How to Attract More Prospects to 
Your Booth.” AR has received spe- 
cial permission to reprint the ma- 
terial in this manual for exhibitors. 

Copies of the booklet are available 
from Clapp & Poliak. For your copy, 
circle No. 301 on the Reader’s Serv- 
ice Card inside the back cover of 
this issue. 


A well-attended exposition is the 
delight of every exhibitor. Crowded 
aisles, interested customers and the 
air of excitement and expectancy are 
the hall marks of a successful show. 

But men in the aisles are not 
buyers in your booth. At every show 
you will see booths that are thronged, 
others where pathetic salesmen sit 
smoking and waiting. 

The elements that make one booth 
a hit and the other a failure are nu- 
merous and diverse. Some are in- 
tangible, like movement, light, colon 
and design. Others are quite con- 
crete, like a new machine. Still 
others are the result of simple plan- 


One of the best ways to assure success for your 
exhibit is to build attendance in advance. 


ning and routine attention to detail 
which snowball into a high pitch of 
interest and excitement. 

It is with certain aspects of this last 
element that we are concerned here. 


>If, at a show where there are 20,- 
000 in attendance, you attract an 
extra one per cent of the total from 
the aisles into your booth, you have 
added 200 new prospects! Show vis- 
itors are the cream of your market. 
Many are executives your salesman 
can’t reach, many came to the show 
with only a casual interest in your 
products. 

One key to the conversion of a 
man in the aisle into a prospect in 
your booth is to induce him to want 
to see your booth before he sets out 
to see the show. A Broadway show- 
man, in describing the talents of a 
great comedian, said, “Why, he has 
half the audience laughing before he 
sets foot on the stage.” 

To a considerable extent, you can 
have prospects eager to see your 
products long before they enter the 


exposition hall. Not all the methods 
can be outlined here. Your own 
thinking about your own products 
will produce techniques particularly 
suitable to your own display. How- 
ever, there are some _ time-tested 
procedures and they are presented 
below. 

The important thing is planning! 
The methods suggested will cost al- 
most nothing in time, money or ef- 
fort. But they do take planning at 
least four months in advance of the 
show dates. The time to start think- 
ing about the checklist is when you 
sign up for your space 


>There is probably no more effec- 
tive means of inviting prospects to 
your booth than by use of the invi- 
tations which also serve as expedited 
registration cards, and few actions on 
your part elicit so much apprecia- 
tion from your customers 

Tickets can be used in a variety 
of ways. You can send them as a 
special mailing to your customer and 
prospect list, accompanying a lette: 
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of invitation. Or you can include 
them as a standard stuffer in all 
correspondence. 

Another effective use is their per- 
sonal distribution through salesmen, 
dealers or distributors. Here, the 
ticket can serve as the occasion for 
a special visit. The salesmen can per- 
form a useful service to the cus- 
tomer or prospect to remind him that 
the best hotel rooms are obtained by 
early reservations and to discuss 
with him the possibility of taking 
several members of his staff with 
him, pointing out that a joint visit 
permits a staff conference on the 
spot while a demonstration is in 
progress. The salesmen also can ex- 
tend an invitation to visit the com- 
pany’s hotel suite, if one is main- 
tained for hospitality purposes. 


> Tickets can be useful, too, in con- 
nection with the company’s adver- 
tisements, either in publication space 
or direct mail. If a reader of the 
advertisement would like to see the 
equipment in demonstration he may 
send for his ticket to the show. Fre- 
quently, a prospect who would not 
send for literature will ask for a free 
ticket to a show. You will not only 
have the extra chance of his visiting 
your booth, but you will also have 
advance notice of his interest. 
While on the subject of tickets, 
don’t overlook the need for calling 
the show to the attention of your 
own company’s personnel. Many of 
your own people will have a legiti- 
mate interest in either the exhibits 
or conferences. Making the tickets 
available to them is a small courtesy 
but one which will be appreciated. 
In cases where your company has 
either its home offices or a plant in 
the city where the exposition is tak- 
ing place, the distribution of tickets 
to appropriate personnel can be an 
important gesture. They will have 
an excellent opportunity to see a 
presentation of the field in which the 
company operates and many execu- 
tives will want to see non-competi- 
tive machinery or products which 
will be useful in your own company’s 
manufacturing process. 


> Another effective method of build- 
ing show attendance is through the 
use of attractive stickers on your 
mail. They are decorative but unob- 
trusive and constitute a small re- 
minder to the customer that a trip 
to your booth will prove worth 
while. 

Stickers can be used on envelopes 
and packages, too. Some office man- 
agers prefer to imprint the artwork 
of the sticker directly on the sta- 
tionery. This, of course, saves the 
time of secretaries and insures the 
inclusion of the message in each 
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Going For a Ride . 
busses were used to transport footsore 
visitors around the DRUPA fair grounds. 
For the complete story of the International 
Printing & Paper Fair, see page 73. 


.. These unusual little 


piece of mail. The same idea can be 
expanded into imprints on the 
gummed tape used in the shipping 
room. 

Some exhibitors prefer to use the 
stickers or artwork that the conven- 
tion management provides, while 
others make up their own to place 
special emphasis on particular fea- 
tures of their booths. Thus, some will 
point out that-a new machine will 
be on display, while others will call 
attention to the fact that the entire 
line can be seen in one visit. These, 
and variations on this theme, em- 
phasize the individual exhibitor’s 
participation and seek to make cer- 
tain that the visitor comes to this 
particular booth. 


>As an addition to the use of 
stickers, the cancellation die on 
metered mail is an effective and in- 
expensive means of inviting interest 
in your booth. 

The metered mail die has the ad- 
vantage of simplicity and automatic 
inclusion on all mail, both letter and 
parcel post. As a supplement to the 
sticker, it is clearly useful. 


> An important part of participation 
in expositions is the planning of ap- 
propriate literature to be distributed 
at the show. This planning must be 
done well in advance if it is to have 
maximum effectiveness. 

Literature distributed in advance 
of a show also may have enhanced 
effectiveness if the initial planning 
permits a tieup with your booth. 

There are many ways to treat ex- 


ternal house organs, brochures, and . 


the like, in terms of your participa- 
tion in the show. Your own treat- 
ment will be best suited for your 
own needs. Standard approaches in- 
clude an invitation to all to see your 
products and demonstrations at your 
booth; brochures describing new 
products; the artwork of the sticker 
or other symbol of the show can be 


imprinted prominently in the mast- 
head, or used as filler copy; teaser 
copy to pique interest in develop- 
ments which will be unveiled at the 
show is particularly useful in com- 
pany publications; etc. 


>In external house organs, many 
editors use a lead story on their com- 
pany’s participation in the show. This 
type of story often includes pictures 
of the exposition hall, scenic photo- 
graphs of the exposition city, points 
of interest and entertainment, etc. 

If you are thinking of this type of 
story, it is a good idea to ask the 
exposition management for material 
to assist you in the preparation. Stat- 
istics, comparative figures, types of 
attendance expected, as well as pho- 
tographs and artwork are generally 
available, without charge. 

Remember, too, that this is largely 
an individual approach to your cus- 
tomers and prospects. In many in- 
stances, there is only one place 
where a prospect can see a product 
under conditions equivalent to actual 
use. That one place is in your booth 
at a show. It is up to you to make 
certain that he does not miss the op- 
portunity. 


>Few efforts will pay richer divi- 
dends than coordination of paid space 
advertising with show participation. 
The objective is a major one: to 
bring all prospects and customers to 
your booth. 

Two-page spreads, four-color ad- 
vertising and similar displays de- 
voted entirely to a company’s show 
participation are not uncommon. 

Considerable advance planning is 
required. Magazine closing dates, 
workup of copy and layouts, and top 
management approval for the theme 
of the booth and the advertisement, 
require lots of time. 

For example, if the show is to be 
held in mid-January, the critical 
months for business paper advertis- 
ing are November, December and 
January. In order to have your ad- 
vertisements appear in November 
publications, copy and layout must 
be completed and approved in Sep- 
tember. This is, of course, a rough 
guide, but the point is obvious. If 
you want this extra benefit from 
your participation in the show, ad- 
vance planning is necessary. 


> However, aside from this effort of 
planning, little else is required. There 
need be not one extra dollar of cost. 
Many exhibitors use their standard 
layouts, but include mention some- 
where in the copy. 

A small insert over the inquiry 
coupon is frequently used. This may 
be a simple invitation to see the 
product in use at the show, or an of- 
fer to send tickets, or it may men- 








Exhibit Checklist 


Tickets 
(] Consult department heads to de- 
termine number of tickets needed. 
Order tickets. 
Arrange for salesmen to distribute 
tickets to customers and prospects. 
Communicate with dealers, distribu- 
tors and branch office managers to 
have tickets distributed in person 
and by mail. 
Tell customers and prospects, in let- 
ters, brochures, advertisements and 
publicity, that they can obtain tick- 
ets from you. 
Advise your own company person- 
nel about availability of tickets. 
Make special mailing of tickets to 
customers and prospects. 
Use tickets as stuffers in mail. 
Suggest to salesmen and distribu- 
tors that they remind prospects and 
customers about hotel reservations 
at the time tickets are distributed. 
nl Sticker 
[] Consult department heads to de- 
termine number of stickers needed 
for office mail or packages. 
[-} Order stickers. 
|] Arrange with office manager for 
secretaries to affix stickers. 
[] Consider advisability of imprinting 
sticker artwork directly on letter- 
heads, envelopes or gummed tape. 
Order artwork for this purpose. 
Arrange with office manager and 
shipping room for use of this special 
stationery and tape. 


Aetered Mail 
[-] Order meter mail die from your sup- 
plier. 
] Arrange with mail room to use on 
all mail. 


‘| Arrange with house organ editor 
for one or more stories on your par- 
ticipation in show. Stress invitation 
tickets. Artwork for mail sticker or 


tion the booth by number. Some- 
times a symbol of the show is em- 
ployed. 

Results are frequently spectacular. 
No one associated with exhibition 
techniques has failed to see a buyer 
walk up to a booth with a clipping 
of some kind and a request for de- 
tails. Whether done on a grand scale, 
or one in which no expenditure is 
involved, the results are rewarding. 


>Your publicity department or 
agency can gain editorial mention for 
your booth in advance of the show 
and attract prospects and customers. 


ads may be used in house organ. 
(] See to it that brochures and other 
sales literature stress fact that prod- 
uct will be on demonstration at the 
show. 
[] Use artwork for filler and to high- 
light availability of tickets. 


Advertising 

[] Discuss with advertising manager 
and agency the media in which 
mention of your exhibit should be 
included. Set up schedule of dates 
of insertion. 





Decide where you wish to use: 

e@ Headline and theme stressing your 
exhibit. 

e@ Mention availability of tickets. 

e@ Announcement that first public ex- 
hibition of a new product will take 
place at your booth. 

e@ Artwork symbol of show. 

@ Mention of your booth number. 


Publicity 

[] Confer with your publicity depart- 
ment or agency on publicity to be 
released in advance of the show. 


[] Arrange to have all new product 
stories mention that demonstrations 
will take place at your booth. 

{] Remember to cover: 

e Business papers. 

e Business pages of newspapers in 
your home office and plant cities. 

e Industrial papers planning spe- 
cial show issues. 


Sales Meeting: 

(_] Alert company salesmen to the need 
of inviting customers and prospects 
to your exhibit. 

] Urge dealers and branch offices to 
instruct salesmen to notify customers 
and prospects about your display. 

[] Urge sales force to help customers 

get their hotel reservations in early. 

[] Confer with sales manager about 

the need for special discussions with 
sales force on your exhibit. 


Stories about new products to be 
demonstrated for the first time at 
the show are particularly effective, 
but other aspects of your booth and 
booth personnel also are acceptable 
publicity material. 

It is usually a good idea to cover 
the entire industrial field, not just 
the vertical publications, as well as 
business pages of newspapers of gen- 
eral circulation in your home office 
and plant cities. 

In the case of publicity, the 60 days 
immediately preceding the show are 
the key periods for maximum atten- 


tion, but that means the material 


must be in the hands of editors well 
before that. 


> Your participation in the show 
should be mentioned at company 
sales meetings and in correspondence 
with dealers and distributors. It will 
make their sales work considerably 
easier and they should know about 
it in advance to gain the maximum 
usefulness from it. 

Salesmen or dealers may wish to 
offer customers and prospects the 
added service of expedited registra- 
tion cards; invitations to hospitality 
suites; reminders to customers to get 
hotel reservations before the best 
rooms are gone, and above all, re- 
minders that actual working demon- 
strations will be going on in your 
booth. 

“Look me up when you get to the 
show,” is a good way of converting 
a cool prospect into a friend and cus- 
tomer. 

These suggestions are not intended 
to be all-inclusive. Our experience 
with many expositions is that they 
are low-cost methods of producing 
highly effective results. 44 


Complete Display Plan 
ls Offered by Polaroid 


Capitalizing on the success Polar- 
oid one-minute pictures have en- 
joyed at conventions, shows and 
exhibits, the Polaroid Corp. (Cam- 
bridge, Mass.) has prepared a con- 
vention package that makes it easy 
for exhibitors to use this 
attention-getting device. 

The package includes 
everything from a display unit to 
film and was conceived to save ex- 
hibitors the headaches and worries 
of getting together all the elements 
needed to make the most out of 60- 
second pictures. 

The entire unit, including display, 
lighting, cameras, film, picture 
mounts and personnel (female) costs 
$100 for the first day of the conven- 
tion and $60 per day thereafter, re- 
gardless of the number of pictures 
taken. There are additional costs 
for special display units and for 
transportation. 

Complete details are available 
from the company. 


unique 


complete 


For your copy circle Ne 354 on the 
Reader's Service Card inside back cove 


Versatility Is Keynote 
In New Display Idea 

Like a child’s Erector set, “Modu- 
line” components—a display idea an- 
nounced by Structural Display Co. 
Inc. (Long Island City, N. Y.)—offer 
flexibility and versatility in displa: 
building. 

Over 15 modules are in production 
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Versatile . . . Here is an assembled dis- 
play made up of ‘‘“Moduline’’ units being 
introduced by Structural Display Co. Parts, 
which may be purchased in any quantity, 
may be used over and over again without 
repeating a single design. More than 15 
modules are now in production. 


and can be used in numerous combi- 
nations to design the kind of exhibit 
the user wants. Units now available 
include a literature dispensing bar, 
flower boxes, wrought iron legs, table 
panels, decorator fabrics and other 
structural materials. Any combina- 
tion of modules can be selected from 
the ones available; the number and 
type used being dependent on budget, 
size or other factors. 

Holes drilled all along the length of 
wooden frames used as the main sup- 
porting members for other pieces 
make it easy to fit parts together. 

A packaged unit is a mechanized 


revolving piece, a complete unit in 
itself with six panels which can be 
used for products, photographs, ex- 
planatory copy, etc. 

Additional details are available 
fr the company. 


For your copy circle No. 355 on the 
Reader’s Service Card inside back cover. 


Photo Murals Shown 
By Arrow Photo Copy 


A portfolio describing photo mu- 
rals available from Arrow Photo 
Copy Co. (Chicago) has been pre- 
pared by the company. In addition 
to illustrations showing various 
photo murals in use, the portfolio 
contains a catalog of nearly 100 dif- 
ferent stock subjects available. 

The portfolio also contains infor- 
mation and illustrations showing 
how to install photo murals. Use as 
panel screens, translites, framed pic- 
tures and window treatments is in- 
cluded. 

Prices for Arrow’s photo murals 
range from $2.25 for an unmounted 
16x20” black and white print to 
$75.50 for a mounted 60x100” print. 

Photo murals can also be pro- 
duced from any film negative or art 
print. 


For your copy circle No. 356 on the 
Reader’s Service Card inside back cover. 


(COUPON) 


1 AM TIRED... 


1 AM TIRED of toting a truckful of tools to conventions. 


1 AM TIRED of staggering around for many hours with back-breaking sec- 
tions of displays, right up to the opening of the show. 


1 AM TIRED of going through the same obstacle course in reverse when we 
have to tear down and get off the premises by an unreachable deadline. 


1AM TIRED of shelling out for freight and handling charges in three 
figures—each way—to get our behemoth back and forth. 


1 AM TIRED of going to a show two or three days before opening date to 
get our super-colossal exhibit set up, and then sticking around a day after 


Portable Press Room . . One of the 
Fageol Vans purchased by Heidelberg 
Eastern Inc. from Twin Coach Co. (Kent, 
O.) to demonstrate Original Heidelberg 
presses. Features of the van include nat- 
ural finished birch roof and side lining, 
vinyl tile floor covering, flush-mounted 
overhead lights, power ventilation and 
bus-type sliding side windows. Each van 
carries a 10x15’ Heidelberg press and is 
used for curb-side demonstrations to 
prospects. 


22 Portable Press Rooms 
Sell Heidelberg Presses 


Two new Fageol Vans recently de- 
livered by Twin Coach Co. (Kent, 
O.) to Heidelberg Eastern Inc. bring 
to a total of 22 the trucks used by the 
Heidelberg company to demonstrate 
its printing presses. 

Designed for curb-side demonstra- 
tions to prospects as well as for use 
at conventions and printing exposi- 
tions, each van carries a 10x15” 
printing press with power supplied 
by a built-in motor generator. Access 
to the portable press room is through 
a full-width door in the partition be- 
tween it and the driver’s compart- 
ment. 

According to Palm & Patterson Inc. 
(Cleveland), Heidelberg’s agency, 
for each Heidelberg press sold by or- 
dinary showroom demonstration, 100 
presses are sold by the use of the 
demonstration fleet. 44 


1 AM TIRED of seeing, as I sweat, more and more "smart cookies’’ at every show 
walk into their booths, open up one skinny, light case, remove and set up sections 
single-handed, make a few passes with some fibreboard locking devices, plug in 
a couple of cords, dust off their hands, and saunter away whistling toward the 
nearest oasis—all in twenty to thirty minutes. 


1 AM TIRED of realizing that these quick-up (and quick-down) displays 
seem to be just as attractive as mine, with a variety of good-looking and 
practical designs, bright colors, clean art, sturdy construction. 


For Pete’s sake, Capex! Send me the story, along with your 1954 Port- 


folio of Designs. My address is on the company letterhead to which I am 
pinning this. 





Yours exhaustedly, 


| 
| 
| 
| 
| 
| 
| 
the show closes and acting as a canvas boss to get it repacked. 
| 
| 
| 
| 
| 
| 


to..from> 


ae . (Title). 


Capex 
sae 621 SOUTH BOULEVARD 
Prefab exhibits EVANSTON, ILLINOIS 


“Remember . . He's the man you sent 
to check on what brands are selling best 


; ws 
. . « for more details circle 388, page 109 in the taverns! 
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How to Seleet 


Paper for 
Ofiset 


Printing 


Choosing the right stock for each job is one of the 
prerequisites for getting the most from offset. 


By H. C. Latimer 
Lithographic Information Bureau 
New York 


The ability of the offset printing 
process to put fine halftone screens 
on either rough-textured or coated 
papers has resulted in the avail- 
ability of a wide range of types of 
paper suitable for advertising ma- 
terial. 

An annual report or a folder can 
be printed on antique surface stock 
even though process color work is 
to be used—it is merely a matter of 
choice of printing process. The desire 
of the art director to avoid restric- 
tions on the reproduction of the vari- 
ous art techniques by use of the off- 
set process has been so wide-spread 
that today many types of paper used 
for advertising are manufactured 
specially for use by offset. Many of 
these stocks are also suited for at 
least one of the other processes. 


The limitations on the fineness of 
halftone screens which can be used 
by each process, however, are not 
the same. Such stocks include text 
and text-cover papers, uncoated 
cover stock, vellum and bristols, and 
printing and folding bristols, except 
coated grades. 

The wide variety of paper stocks 
suitable for offset printing is a rel- 
atively recent development, and 
stems from research work done by 
the Lithographic Technical Founda- 
tion in cooperation with the U. S. 
Bureau of Standards in Washington. 
The results were published in 1928. 
Almost immediately this resulted in 
new types of offset papers and in 
improving the working qualities of 
existing papers. Previously avail- 
able had been the bonds, ledgers and 
writings surfaced sized to take pen 
and ink; also a soft English finish 
surfaced sized, and the coated one- 
side litho label paper—a poor selec- 
tion for advertising material. 


>In 1930 Beckett Paper Co. intro- 
duced a full line of fancy finish pa- 
pers for offset. This was the first 
offset paper which kept the ink on 
the surface due to the plater finish 
method of embossing with fabrics. 
The automobile industry in Detroit 
literally grabbed this new paper for 
their expensive brochures in full 
color—for the first time they could 
use other than coated paper for proc- 
ess work in advertising material. 
Other types of paper and improved 
offset papers followed to give range 
of choice, but it was not until the 
1930’s that coated two-sides offset 
papers in mill brands became avail- 
able, followed shortly by the opaque 
bonds and opaque offset papers. 
For the great bulk of production 
by offset lithography, however, a 
type of paper termed offset paper, 
in a wide range of both coated and 
uncoated grades, is used. This is 
classed as a book paper, with the 
uncoated grades in wove and othe: 


August 1954 ¢ ar « 91 





antique finishes, and in various fancy 
finishes—roller embossed or plater 
finished from various fabrics. 

The chief characteristic of a paper 
suitable for offset is a surface treat- 
ment to give it better working quali- 
ties on the offset press. Uncoated 
papers for offset are surfaced-sized 
to eliminate the lint on the surface 
and keep it from coming off on the 
rubber-covered offset cylinder which 
applies the ink to the paper. For 
press runs of less than 2,000 sheets, 
letterpress papers are sometimes 
used so long as the paper does not 
pick. In the past, before there was a 
wide choice of paper for offset, a 
selected letterpress stock was or- 
dered from the manufacturer “sized 
for offset,” but this is rare today. 


> Offset coated paper must be of 
non-pick quality and is given a spe- 
cial treatment in the coating opera- 
tion at the mill to “waterproof” the 
surface for better working qualities. 
There are also certain requirements 
in the alkalinity of the coating for 
good ink drying characteristics. The 
usual types of coated papers are 
available, including the dull coated, 
machine coated, regular coated for 
process color, hard coated for gloss 
or metallic offset inks, and the cast 
coated papers extra glossy one or 
two sides such as Kromekote. 

Coated two sides book papers for 
offset come in the same sizes and 
weights as the letterpress grades, 
except that there is no 90 lb. weight 
in offset coated. Uncoated offset pa- 
per comes in the same sizes and 
weights as the letterpress grades, 
plus sizes larger than 38x50. These 
sizes are: 38x52, 41x54, 42x58, and 
44x64. For the offset presses of 
larger size, taking a maximum sheet 
size to 5212x77, the paper is stocked 
by the offset lithographer. For the 
large multi-color offset presses doing 
the longer runs, the offset producer 
usually standardizes on several types 
of paper for production efficiency. 

The regular bonds, ledgers, index 
and other papers originally designed 
to take pen-and-ink, have always 
been surface-sized and suitable for 
offset. The relatively new opaque 
bonds which permit use of both sides, 
are widely used for advertising ma- 
terial when the tone of a bond is de- 
sirable. Offset is used for such pro- 
duction because it permits the use 
of fine screen halftones. The light- 
weight opaque bonds are popular for 
statement enclosures with depart- 
ment stores and specialty shops, be- 
cause of the amount of material pos- 
sible within the weight limit and the 
use of wash drawings or photos for 
illustrations. 


> Each mill brand of offset paper has 
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its own characteristics. Some are 
rated as “hard” or “soft” sheets, and 
there are differences in opacity, bulk 
and stiffness. However, production 
men generally regard an uncoated 
offset stock to be equivalent to a 
coated paper 10 pounds heavier in 
bulk, strength and stiffness. In 
pounds of paper for the same num- 
ber of sheets (60 lb. offset compared 
to 70 lb. coated), this means an econ- 
omy of about 13%. Adding the dif- 
ference in cost per pound, uncoated 
offset as compared to letterpress 
coated stock, 5,000 lb. price bracket, 
the total saving in paper cost runs 
over 30%. 

In working out the cost details of 
a specific printing job which runs 
into tonnage, this angle—the use of 
offset and uncoated stock—is fre- 
quently taken into consideration 
when process color or fine halftones 
are involved. Other factors related to 
the paper also may enter the picture 
—extra cost of folding quality coated, 
the necessity to score for folding a 
heavier coated sheet, or as in the 
case of a recipe book, whether wet 
fingers cause the pages to stick to- 
gether. 

The characteristics of some offset 
papers are also used to advantage 
in solving other types of printing 
problems. For example, recent ex- 
amples quoted in the printing trade 
press included the use of a 100 lb. 
offset stock in place of a 65 Ib. cover, 
met specifications for thickness and 
saved $3,500 on approximately 50 
tons of paper because of less ton- 
nage at a lower price per pound. In 
other cases, substituting a 150 lb. 
offset vellum with the same thick- 
ness as a 120 lb. bristol saves nearly 
$100 on 5,000 Ibs.; a 90 lb. offset 
sheet gives the same caliper as a 
110 lb. index with 14,000 Ibs. less 
weight, saving about $1,400 even 
though the price per pound for the 
offset paper was higher. 


>In planning for production by off- 


“Sit on this bench right here... I'll 
explain the principle of ‘offset’ to you.” 


set process, the regular practice is 
to let the offset lithographer help se- 
lect the mill brand—particularly if 
the run involves 20,000 sheets or 
more. The customer, of course, will 
nearly always specify the type of 
paper. However, for technical rea- 
sons it is best that the paper fit the 
press operating conditions of the par- 
ticular plant so that it will not cause 
unnecessary trouble, and the printer 
will be able to give the customer 
what he wants. 

There are many factors which re- 
quire the assistance of the lithog- 
rapher in selecting the proper paper. 
There is always the matter of press 
size which will be used, and fre- 
quently, if bleed borders are in- 
volved, ordering a size which will 
allow for proper trim. For ex- 
ample, a 35x45 is apt to be a bit 
“tight” for a 34x11 accordion folder 
with bleed top and bottom, or on all 
sides. A 35x46 sheet (stock size in 
cover) might be much better. 

With a coated stock for a booklet 
cover bleeding to the edges, an extra 
half inch in the long dimension might 
be advisable so that the press 
grippers can keep control of the tail 
end of the sheet as it goes through 
the offset press. 


>There is also the matter of paper 
grain direction and folding. The off- 
set lithographer handles these de- 
tails, but to do so he must have the 
proper sheet size and one in which 
the grain runs in the right direction. 
To avoid scoring of a heavy stock for 
folding, a sheet layout for folding 
with the grain may be advisable—to 
have the fold of a 64-page booklet 
with the grain, the press sheet fre- 
quently has to be run with the grain 
“short.” Since paper usually comes 
from the mill with the grain “long,” 
this means special cutting of the 
stock at the mill or cutting a sheet 
in half that was shipped twice the 
size wanted for the press. 

Offset lithographers usually stand- 
ardize on several brands of paper 
used for advertising purposes and 
carry large stocks of these papers on 
hand. Often this paper is conditioned 
to their air-conditioned press rooms. 


> Mention was previously made that 
offset can put fine halftones on 
rough-textured and other uncoated 
papers. Since the ink is actueily ap- 
plied to the paper by means of an 
intermediate resilient rubber-cov- 
ered offset cylinder, halftone screens 
even finer than 133-line are used 
when desired. For detail or texture 
with either monotone or process 
color, 150, 175, 200 and 250-line half- 
tones are used. For some fine arts 
reproductions 400-line screen is used 
if needed. 

This, of course, approaches con- 





When printing specifications call for a quality 
cover that offers both strength and beauty— 
that’s the time to use Leather Embossed Cover 


by Sorg. 


This beautiful leather-grain embossed cover 
combines the toughness and long-wearing char- 
acteristics of a good tag stock with the smart 
appearance of a quality cover stock, and the 


FREE SWATCH FOLDERS of Sorg’s 


ink receptivity of a fine book paper—for both 
Leather Embossed Cover and Sorg’s Plate 


Finish with the full line of color swatches, 
are available through Sorg Paper Distribu- 
tors in all major cities or by writing direct 


today to Dept. AR-8 The Sorg Paper Com- 


letterpress and offset printing. It can be die- 
cut. embossed, creased and folded with ease 


and perfection. 


pany, Middletown, Ohio. Sorg’s Leather Embossed Cover has a com- 


Sorg’s Leather Embossed Cover and Sorg’s panion paper, too, should your specifications 
. “ena ae os Fe = ‘ i! - ; ‘ 
Plate Finish are made in white and nin call for a plate finish. Made in an identical 
eye-catching colors. and are stocked in the 

usual cover sizes in both 65 lb. 


color range. Sorg’s Plate Finish is a perfect 
and 90 lb. basis weight. 


match in quality. 


ie 
cd 


THE SORG PAPER COMPANY 


Manufacturers and Converters of Stock Line and Specialty Papers 
MIDDLETOWN, OHIO 


STOCK LINES 
WHITE SOREX @ CREAM SOREX @ SORG'S PLATE FINISH @ SORG'S LEATHER EMBOSSED 
EQUATOR INDEX BRISTOL @ GRANITE MIMEOGRAPH @ MIDDLETOWN POST CARD 
VALLEY CREAM POST CARD @ No. 1 JUTE DOCUMENT 
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tinuous-tone work. One of the recent 
Esso calendars was done by offset 
lithography using a 300-line screen 
for process color on vellum finish 
offset paper. It is this ability of the 
offset process to put fine halftone 
work on any type of printing surface 
that has resulted in so many types of 
paper used by offset for advertising 
material. 


>A factor relating to the size of the 
paper in offset production is the use 
of a large form for much production. 
An offset plate is equivalent to a let- 
terpress form lock-up and make- 
ready. The press makeready, the ad- 
justing of pressures, is much less in 
offset than in letterpress when half- 
tones are involved. Multiple images, 
the equivalent of electros, are also 
economical. These cost elements— 
lock-up, makeready, cost of multiple 
images—naturally result in more 
work being done “work-and-turn,” 
the use of multiple imposition to do 
a job four-up, eight-up, etc., as well 
as doing more multiple images, of an 
insert for example, by use of a large 
form. 

Offset paper, and this includes the 
various types of paper suitable for 
offset because they have been sur- 
faced-sized, can be a valuable tool in 
the hands of the advertising produc- 
tion man—a means of economies, a 
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method of solving printing produc- 
ticn problems. When advisable, pa- 
per costs can be cut regardless of 
the use of tone art. In the hands of 
the art director, the offset process 
is one of the designer’s modern tools 
—watercolor can go on the text pages 
of a book on a stock simulating 
watercolor paper, any type of illus- 
trative treatment can be used on 
bond paper for letterheads, or a com- 
mercial tone to a piece of printing 
can be avoided by selecting one of 
a wide varieties of paper surfaces. 
Any art technique can be reproduced 
on uncoated or on coated paper. 44 


Select Cover Stock to 
Blend with Artwork 


The importance of choosing the 
right cover stock to blend with art 
and subject matter has been illus- 
trated by the annual reports of Del- 
hi Oil Corp. and Canadian Delhi 
Petroleum Ltd. While separate cor- 
porations, both firms are owned and 
managed by essentially the same 
people. 

The same cover design was used 
for both reports. It is a Fortune-like 
sketch of an oil rig in bold, informal 
brush strokes. The only difference 
between the two covers, with the ex- 
ception of corporation names, is the 
second color—a British tan for Del- 





Annual Report Covers . . . The bold, infor- 
mal brush strokes of this cover art pro- 
duced added impact by the choice of cover 
stock——Strathmore’s Beau Brilliant Cover. 


hi and a green for the Canadian firm. 
The same colors were used through- 
out each of the reports, which are 
similar in design. 

To blend with the cover drawing, 
which was reproduced in black, the 
bold, rough finish of Strathmore’s 
Beau Brilliant Cover was chosen. 
The stock was 100 lb. white. body 
stock harmonized with the covers— 
80 lb. white Strathmore Pastelle 
Text. 

The paper was supplied by Olm- 
sted-Kirk Paper Co. The complete 
designing and final artwork were 


Hien opacity, closed formation and superior 
surface sizing make Curtis Colophon the ideal 
paper for Offset Lithography. 

Here is the velvet-smooth finish, the beautiful 
off-white shade so desirable for reproduc- 
ing full color and black and white subjects. 





Stocked in a wide range of text and cover 
weights and sizes, in both white and ivory, 
Colophon is First for Fine Lithography. 

For quality reproduction, call your paper 
merchant for Curtis Colophon. Sample books 
furnished upon your request. 


CURTIS PAPER COMPANY 


NEWARK, DELAWARE 
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produced by Robert L. Pierce. 
Blanks Engraving Co. handled the 
engraving; Jaggars-Chiles-Stovall, 
the typography, and William S. Hen- 
son Inc., the printing (all Dallas). 
The run on each report was 6,500 
copies. 

The envelopes for the reports car- 
ried a matching design in black with 
the oil rig in a 50% screen and the 
remainder of the copy in black. 44 


Mimeo Bond Portfolio 
Offered by Mead Sales 


A demonstration portfolio showing 
samples of Mead Mimeo Bond has 
been issued by Mead Sales Co. 
(Dayton, O.). The portfolio contains 
a dozen sheets of the company’s high 
grade mimeo stock. Samples of both 
white and colored stock are included. 
Colors are pink, blue, green, yellow, 
canary and goldenrod. 

Among the advantages listed by 
Mead for its Mimeo Bond are: 

@ Mill-conditioned to lie flat and re- 
sist curling during high speed pro- 
duction. 

e@ Surface properly sized for clean, 
sharp impressions. 

e@ Fine absorbency to minimize off- 
set and smudging. 

e Lint-free and fuzz-free. 

@ Folds without crinkles and crack- 
ing. 

@ Takes pen-and-ink signatures 
without blurring and stammering. 


For your copy circle No. 357 on the 
Reader’s Service Card inside back cover. 


New Pressure- Sensitive 
Paper Line Introduced 


Dry-adhering pressure - sensitive 
papers, especially designed for 
graphic arts use, have been intro- 
duced by Avery Paper Co. (Paines- 
ville, O.). Avery is producing the 
papers in a variety of stocks, includ- 
ing coated litho, high gloss, tag, foils, 
pyroxylins and fluorescents. These 
papers are available from stock to 
printers, label manufacturers, silk 
screen printers and convertors. The 
company does not print or manufac- 
ture signs or labels. 44 


Fox River Introduces 
New Cotton Bond Stock 


Production of a new 25% cotton 
bond stock has been announced by 
Fox River Paper Corp. (Appleton, 
Wis.). The paper reportedly has 
good brightness and opaque quali- 
ties, plus added crispness and dura- 
bility due to the cotton content. Fox 
Paper says that the new stock is 
especially suited for use in direct 
mail and printed forms. 44 
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The creating of an effective sales catalog represents a major challenge 
to your selling and advertising personnel. 

You will realize the maximum results from your investment of time, 
talent and money if you use this new S. D. Warren textbook in coopera- 
tion with your printer. The book is available to catalog planners without 
cost or obligation. Since the edition is limited, we must ask that you send 
your request on your company letterhead. 















































NOTHING APPROACHES ‘‘THE SALES CATALOG’ FOR COMPREHENSIVENESS 











To our knowledge, this Warren textbook is the only one in existence 
that treats the whole subject of catalog planning, creation and distribu- 
tion thoroughly and practically. Step-by-step directions and suggestions, 
plus 62 instructive exhibits taken from the current field of successful 
catalogs, make this textbook a valuable guide for present and future use. 

To comprehend the breadth and depth of the subject-matter in “The 
Sales Catalog,” study this condensed outline of its contents: 
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CHECK LIST AND INDEX 
FOR CATALOG PLANNING 














the Complete 
Function of your Sales Catalog 

















formation 

— on one page; on double-page 
unit; on sequence of pages. 
Sectionalizing the catalog. 
Plan for Convenient and Easy 
Reference 

— Adequate indexing. 
Assemble All the Facts Re- 


garding Your Products and 
Services 









































— Format, layout, color, bind- 
ing. 


























Usage from Your Sales Cata- 
log? 

— Related needs. 
Your catalog as a sales promo- 
tional unit. 

Select a Reliable Printer and 
Use Fine Grades of Paper 











Printing Papers 


for Letterpress Printing, Lithography, Book 
Publishing, Magazine Publishing, Converting. 




















S. D. Warren Company, 89 Broad Street, Boston 1, Massachusetts 
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you will find them almost as pretty as a set of our four color process plates. 


COLLINS, MILLER & HUTCHINGS, Inc. 


America’s finest photoengraving plant 


207 North Michigan Avenue, Chicago 
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An Ad, a Folder and Four Mailers . 


.. In the center is the full- 
color, full-page Brandt ad as it appeared in ‘‘House Beautiful’ 


PHOTOENGRAVING & PLATEMAKING 


and ‘‘House and Garden.’’ Left are four individual mailers, and 
right, a dealer’s folder. All used the same color plates 


How to Make 


One Set of Color Plates 


Do the Work of Several 


By Bernard T. Converse 


Account Executive 
Arndt, Preston, Chapin, Lamb & Keen Inc. 
Philadelphia 


How to create greater sales impact 
without increasing the advertising 
expenditure was the problem facing 
our plans group at Arndt, Preston, 
Chapin, Lamb & Keen Inc., as we 
met with Max Fiery, ad manager of 
Brandt Cabinet Works Inc., during 
last fall’s planning session. 

Competitive home furnishings 
manufacturers were using larger and 
more frequent advertising space. Fi- 
nancially Brandt was not able to 
compete on a dollar-for-dollar basis 
so our advertising specialists sug- 
gested an entirely different approach 
for the Brandt ’54 campaign. If they 
couldn’t be the biggest fish, they 


The Brandt Cabinet Works Inc. 
of Hagerstown, Md. found that 
it could get color into a “black 
and white’ budget by multiple 


use of its color plates. 


could at least make the biggest 
splash—and for no more than they 
had been spending. 

In past years Brandt, like most 
furniture manufacturers, relied 
heavily upon black and white photo- 
graphic display in consumer home 
and furniture trade magazines. Sev- 
eral two-color full page insertions 
in consumer magazines proved to 
excite inquiry more effectively than 
similar black and white space and 
were many times more effective than 
half pages. Full page four-color we 
knew would have the advantage over 


all—but a schedule of all four-color, 
full-page insertions would be pro- 
hibitive under the present budget. 
This year, too, four complete lines 
of furniture had to be promoted 
without emphasis on any one. Ma- 
hogany, pine and American Classic 
occasional pieces and mahogany din- 
ing room furniture all needed equal 
push. 


> We emphasized the plausibility of 
color plates that could be used again 
and again for merchandising aids and 
demonstrated our ideas with practi- 
cal applications so that Brandt read- 
ily agreed on less frequent insertions 
of full-color, full-page ads—and for 
the first time in their advertising 
history. With stronger merchandis- 
ing to and through their dealers, to 
give the added stimulus needed, our 
campaign was launched. 
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Catalog Covers and Display Cards . 


. . The heavy bristol enamel on the Brandt’s dealer 


catalog also carries color pictures of the line. For dealers who do not carry the entire 
line, separate display cards were cut, each showing a different furniture group. 


A photographer was sent to the 
Brandt Cabinet Works in Hagers- 
town, Md., where a lumber drying 
shed was used as his studio. There, 
four transparencies were made, each 
shot depicting a room setting with 
the four different lines of Brandt 
furniture featured, as well as black 
and white shots of individual pieces 
in each line to be used in the dealers’ 
catalogue and for dealer publicity. 
All photographs to be used during 
this year’s campaign were made in 
two days and at a minimum of cost. 


A composite carbro was made 
from the four transparencies and the 
only engravings involved were made 
from it. Thus evolved Brandt’s first 
four-color ad. 


> As a dealer tie-in, we designed re- 
prints of the ad as it would appear in 
leading consumer magazines as a 
mailing piece, carrying the theme, 
“Build Your Decorating Dreams 
Around Brandt.” The sales impact 
that the new color advertising would 
create was stressed. An electrotype 








do it!” 
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was made from the original plates 
and Davidson & Black (Philadel- 
phia) handled the order of 3,800 
French-fold mailers, printed on 80 
lb. Richfold. Included in the mailer 
was a postcard order blank offering 
additional sales helps to the dealer— 
envelope stuffers, booklets and dis- 
play cards. 

Again from an electro made from 
the original color plates, a 12-page 
booklet was economically devised to 
show separately each group of fur- 
niture represented. One grouping 
was shown on each page and line 
drawings of the various other styles 
in that group were printed on the 
back. Edward Stern (Philadelphia) 
ran 25,000 sheets on 80 lb. Richfold 
and made 15,000 into booklets. All 
Brandt dealers do not stock the full 
line. Consequently, individual pro- 
motion pieces for each group were 
needed. The small dealer could use 
these without causing confusion to 
his prospects. 

Four separate mailing pieces were 
cut from the remaining 10,000 run, 
each a complete page from the book- 
let and carrying a color picture of 
the line on one side and sketches of 
other pieces in the line on the re- 
verse side. Thus, the small dealer had 
envelope stuffers promoting the line 
he carried for his personal use and 
production-wise, Brandt spent no 





‘~ SEYVICE ON... 


BISTA PRE-MADEREADY MATS 
FOR R. O. P. COLOR 


Newspapers across the country prefer 
eT eit tae hele) 
custom built to exact newspaper speci- 
fications for direct casting and are skill- 
Ue eda 
solids raised, highlights, lonesome 
areas and vignettes lowered—for better 
newspaper color printing. Bista Pre- 


ols 


Madeready mats are exclusive with 
Re ae 


| lake SITE: ELECTROTYPE DIV. 


1224 West Van Buren Street 
Chicago 7, Illinois 


Nyaa aroma LU 
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more than the initial cost of the 
25,000 run. The only waste involved 
was the cover spread, a small ex- 
pense indeed. 


> Additional point of sale helps were 
made again from the original color 
plates in the form of cardboard dis- 
play cards. By offset conversion. 
Dando-Schaff (Philadelphia) made 
color offset negatives usable as in- 
dividual 8x10” spots. The needed 
quantity was run off and then sep- 
arated so that four different display 
cards evolved. 

The dealer catalog in which photo- 
graphs of the entire Brandt collec- 
tion are shown was given a new look 
this year, too. By offset conversion, 
the color pictures of the four lines 
were reproduced on an enamel bris- 
tol cover by Dando-Schaff, who 
printed the 48-page catalog on 
Curtis’ 80 lb. White Stoneridge. 


Not to be stopped at this, we are 
now considering furniture price tags 
using color pictures as they were 
shown in the booklet. Mailing post- 
cards are another possibility for the 
future. 

Satisfied that the multiple use of 
engravings is economically sound, 
Brandt has changed its thinking con- 
cerning color in advertising. By care- 
fully planned and coordinated use of 
color, the expense of advertising can 
be limited to the minimum and the 
impact of its message heightened to 
the maximum—something we’ve been 
telling our clients for some time. 44 


Booklet Describes 
Bourges Process 


A colorful 32-page booklet de- 
scribing the Bourges process and 
how it can help the artist cut repro- 
duction costs with new art materials 
and techniques has been issued by 
Bourges Inc. (New York). The book- 
let fully illustrates the many uses of 
the Bourges process from layout and 
black and white, to all types of sep- 
aration copy in two, three and four 
colors. 

The Bourges process is basically a 
method for producing artwork in 
“layers,” with automatic color sepa- 
ration by preparing separate half- 
tones or line engravings of each lay- 
er. The process can be applied to 
black and white art by using overlay 
sheets to give varying tones to dif- 
ferent elements. 

The booklet contains a variety of 
examples of finished advertising and 
editorial art produced by the process 
—ranging from black and white to 
full-color. 


For your copy circle No. 358 on the 
Reader's Service Card inside back cover 





PRODUCTION MEN 


MAKE4nazing DISCOVERY 


They have found that: 
e Direct pressure, baked “Raufmate ,” at 34c per 


square inch, will assure superior newspaper reproduction 
at approximately a 70 per cent saving. 


OR ”” require two less steps between the 
original engraving and the final printing plate than 
either ad electrotypes or plastic ad plates. 


“Raujmate” are as close to the original as they 
can be. They are equivalent to a job electrotype or 
pattern plate. We guarantee 200 mats from each ac- 
ceptable pattern plate. 


A CHALLENGE: We can prove the above facts. We welcome 
split runs for comparison of “ ”” reproduction with re- 
sults from either ad electrotypes or plastic ad plates. 
TEAR SHEETS, delivery and price information furnished upon 
request. 
* 
STEPS REMOVED IN NEWSPAPER REPRODUCTION 


2 KRaufmats AD 


FROM PATTS. ELECTROTYPES 


PLASTIC 
AD PLATES 


Deep etch copper Deep etch copper 


Raufmat 


Flat cast 


Deep etch copper Deep etch copper 


Mold in wax Mold in wox Mold in plastic 


Electro mat pat 


RKRaufmat 


Flat cast 


Electro pattern Electro pattern 


Full page mat Mold in wax Mold for female pat. 


Curved stereo Ad electro Plastic ad plate 


Full page mat Full page mat Full page mat 


Curved stereo 


THE Rawmaun 


1441 FREEMAN AVE. 


Curved stereo Curved stereo 


Mat & Stereotype co. 
CINCINNATI 14, OHIO 
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Results 
TRY IT! 
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600 W VAN BUREN ST-+ CHICAGO 7 
TELEPHONE STATE 2-5367 
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THIRD 


ADVERTISING 
ESSENTIALS 
SHOW 


Nov. 15, 16, 17, 1954 
HOTEL BILTMORE 
NEW YORK CITY 


The newest in Displays * Graphic Arts 
* Packaging * Signs * Photography * 
Visual Aids * Premiums * Art ¢ Films 
* Paper * and Allied Products 
and Services. 


OVER 9,700 ATTENDED LAST SHOW! 
Write on business letterhead for guest 
tickets or exhibitors’ information. 


ADVERTISING TRADES INSTITUTE, INC. 


THOMAS B. NOBLE, CHAIRMAN 
270 Park Avenue, N. Y. C. 17 


Next SALES AIDS SHOW also at 


Hotel Biltmore, May 23, 24, 25, 1955 
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Special 
Report 

from 
Washington 


Postal Authorities Open Way for 
Greater Ingenuity in Advertising 


By Stanley E. Cohen 
AR Washington Editor 


Recent actions of the Post Office 
Department offer creative people a 
real opportunity to try new ideas and 
techniques in their newspaper and 
magazine advertising. 

For more than a year now, the new 
“team” administering the postal laws 
and regulations has been weedjng 
out some of the red tape that accu- 
mulated as a result of yedis: of ad- 
ministrative interpretations and rul- 
ings. This accumulation of rulings, 
dealing with the sizes of pages, the 
texture of paper, and other details, 
tended to standardize publication 
advertising, and prevent the use of 
attention-catching ideas. 

Edwin A. Riley, the new head .of 
mail classification, was conscious of 
this situation when he was pro- 
moted into his post. He has taken the 
position that the post office should 
have as little to do as possible with 
the content of the mail it handles. 


> The Post Office can’t entirely ig- 
nore the advertising pages of peri- 
odicals because Congress has spelled 
out certain limitations for periodicals 
using the second class rate. However, 
on the basis of his knowledge of the 
department’s rules, Mr. Riley recog- 
nized that many of the established 
practices in this field had no real 
basis in law. 

The law states generally that a 
periodical using second class must be 
issued at stated intervals and be con- 
secutively numbered; that it must be 
issued from a known office of publi- 
cation; it must be formed of printed 
paper sheets and published for the 
dissemination of information. The 
law specifically denies second class 


recognition to periodicals published 
primarily for «advertising purposes 
(catalogs), or those with free circu- 
lation or nominal rates. 

On the subject of advertising, it 
says only that “nothing herein con- 
tained shall be construed as to pro- 
hibit the insertion in periodicals of 
advertisements attached perma- 
nently to the same.” 


> Subsequently, however, these sim- 
ple statements of law developed into 
a great complex of administrative 
rulings as postal officials over the 
years notified individual publishers 
of various advertisements which they 
considered unacceptable. 

Until recently most of the “cut- 
backs” in postal regulations have 
been accomplished quietly and with- 
out publicity, as a result of letters 
to publishers who found themselves 
harassed by particular restrictions or 
rulings. 

For example, William Tidwell, 
Washington representative of Asso- 
ciated Business Publications, in- 
quired about a rule which required 
publishers and advertisers to print 
the name of the publication and the 
issue date on “gatefold” advertise- 
ments pasted or fastened into various 
magazines. Within a few days he re- 
ceived a letter from N. R. Abrams, 
assistant postmaster general in 
charge of operations, saying in effect 
that there did not appear to be any 
reason why this practice should be 
required. 


> The relaxation of restrictions ex- 
tended also to paste-ons and the tex- 
ture of materials used for pages in 
publications. Individual advertisers 
received letters authorizing “pop- 
ups” of various kinds, pasted to their 





advertisements. Several advertisers 
who wanted to use new materials to 
dress up their ads received rulings 
that various transparent substances 
would be considered “paper” within 
the meaning of the regulations. 

Beyond doubt the most significant 
action, however, came late in May 
when the department issued a brief 
two-sentence amendment to the Pos- 
tal Laws & Regulations, spelling out 
for all to see, new freedom for adver- 
tisers. These sentences said: 

1. That pages involving die-cuts, 
deckle edges and fold out-and-ups 
are to be considered acceptable. 

2. That different advertisements 
may occupy the same space in differ- 
ent copies of the same issue. 

Through its own private processes 
of reasoning, the department had de- 
cided some time ago that “fold outs” 
were all right, but had stood firm 
against fold out-and-ups. The new 
regulation eliminates any doubt 
about them, or about various die-cut 
effects. 

The second sentence makes it pos- 
sible to insert ads in nationally circu- 
lated magazines for use in specified 
parts of the country. It clears the 
way for test campaigns or regional 
runs in mass circulation periodicals. 


> Some further revisions in the 
regulations are still under considera- 
tion. One of these deals with coupons, 
and is intended to give more flexibil- 
ity to advertisers—including publish- 
ers who use subscription blanks. 

Aside from the philosophy of the 
new Officials at the department, there 
are compelling reasons why the Pos- 
tal Laws & Regulations have to be 
simplified, for the Post Office De- 
partment is in the process of decen- 
tralizing the administration of its 
operations. Officials recognized that 
a flood of conflicting rulings would 
be inevitable when 15 regional offices 
tried to apply the detailed and com- 
plex details of regulation which had 
been enforced in the past. 

Publications which go through the 
mail at third class rates have always 
been relatively free to experiment 
with new ideas and materials in their 
advertising pages, and they have re- 
quired little relief. For example, they 
can print on anything they want, 
up to and including aluminum foil, 
Moreover, they are permitted to in- 
clude samples of merchandise at- 
tached to their advertising pages—a 
privilege still denied periodicals us- 
ing second class. 

On the whole, however, there can 
no question about the attitude of the 
present postal management. It is de- 
termined to place as few restrictions 
as possible in the way of those who 
want to create and publish interest- 
ing ads. Their doors are open to those 


1. ADVERTISING MANAGER... 
MR. PRODUCTION MANAGER 


It doesn’t always 
ARC Lae 


@ With the high cost of ad preparation today, 
it’s natural to cut corners wherever you can. But 
there’s one step where it doesn’t pay to save pennies 

. and that is in the selection of mats. 

Why —when it costs hundreds of dollars in artwork, 
type and engravings for a newspaper ad—take a 
“chance” on the final appearance by using mediocre 
mats because they cost less? 

Ordinary mats mean average, or possibly even in- 
ferior reproduction. And an ad which lacks sparkle and 
life may lose some of its sales-ability. Yet, for only a 
few cents more BURGESS SUPREME TONE-TEX MATS as- 
sure you black and white newspaper reproduction that 
stands out sharp and clean in every detail. 

With the BURGESS SUPREME TONE-TEX MATS the 
stereotype has reached a new high in quality. Its 
smoother face, greater plasticity and more uniform 
shrinkage paves the way for finer reproduction... 
reproduction that will rival the original. 

In many leading commercial shops the BURGESS 
SUPREME TONE-TEX MAT is regarded by stereotypers as 
the finest mat available for advertising purposes. If 
you are interested in good reproduction of printed 
subjects it will pay you to use 
BURGESS SUPREME TONE-TEX MATS. 


(A i ry 


BURGESS CELLULOSE COMPANY “AUG RGE 


Manufacturers and Distributors 
of Supreme Tone-Tex Mats 


Freeport, Illinois 


' aldale 4 
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“Did You Say 21,0002” 


That's right!—AR’s 21,000 
readers include key executives 
in all recognized agencies and all 


listed advertisers with an ad budget of 
over $25,000. Solicit a bigger share of 


this $3 billion market with your sales message in 
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ADVERTISING REQUIREMENTS 





who want to depart from conven- 
tional practice; and they are happy 
to rule on the validity of new ideas. 
As one man observed recently, “We 
would be happy to see some compe- 
tition in the creation of interesting 
ads. We think it will result in better 
looking publications, as well as bet- 
ter sales.” 44 


Develop New Cleaner 
For Offset Plates 


A new liquid for cleaning direct 
image and pre-sensitized paper off- 
operates on the premise that set plates while still on the presses 

a has been developed by Van-X 
nothing is too good for our (Marion, O.). The product, called 
Van-X, eliminates fingerprints, 
to judge the quality of our en- smears, erasure marks, smudges and 

R perspiration stains without damag- 
gravings. Color and black- ing the original, desired impression. 
and- white. A wad of cotton, saturated with 

Van-X, is rubbed over the entire 
plate. After the Van-X solution sets, 
smudges and undesired marks dis- 
appear completely, leaving the de- 
sired printing surface intact. 

Plate cleaning with Van-X takes 
only a few minutes, thus saving the 
operator plate-changing time, and 
prolongs life of the plate due to the 
fact that no excessive rubbing is re- 
quired. The solution also “sets” the 

. . « for more details circle 438, page 109 plates, extending the number of im- 
———— pressions per plate. 
A one-pint bottle, which can be 


It may sound “corny” but we'll 


say it anyway: This business 


patrons. You owe it to yourself 


e e * used to clean more than one-hundred 
Pick a Bonus Combination eee 10x14” plates, costs $2.35. Additional 


, ‘ ; details are available from the com- 
Here’s a package deal that’s fit to be tied and wrapped for economy. 5 
: ‘ : : : Ae pany. 
Combine your insertions in any two—or three—of these publications. 


For your copy circle No. 359 on the 
Reader’s Service Card inside back cover. 


@ Advertising Requirements : 
@ Industrial Marketing Craftint Offers Folder 


@ Advertising Age Of Doubletone Samples 


issued by Advertising Publications, Inc. A reference folder containing 15 
sheets of product illustrations and 
design details executed using Craf- 
tint’s Doubletone boards and papers 
is being offered by Craftint Mfg. Co. 
(Cleveland). Most of the 15 sheets 
oom : show industrial uses of the unique 
Advertising Requirements 200 E. Illinols St., Chicago 11 Dowivtens Sends. AB the designe 
were reproduced on Craftint Double- 
tone paper. 
The Doubletone boards have spe- 
cial lines and grooves which help 
artists achieve certain shading ef- 
MAT-STEREOTYPE SERVICE fects. Chemicals are applied to the 
; paper to bring out dark tones. 
Over-Ni ht Service BAKED MATS Examples of uses of this technique 
g MOLDED MATS include several by well known 
Phone > manufacturers such as Warner & 
FRANKLIN 2304-65 
Capacity for Large Volume 


Swasey, White Motor Co., Link Avia- 
CATALOG-DEALER 
WIRE OR WRITE FOR PRICES 


By combining your total number of insertions 
you earn the best frequency discount for each, 
and the minimum rate-holder regulations apply 
for maximum economy. 








tion and some editorial artwork for 
NEWSPAPER McGraw-Hill publications. The Dou- 
ELECTROTYPES AND bletone etaagetr ye: be a hong tte 

perspective and fine shading effects 
PLASTIC PLATES are needed in black and white draw- 
ings. 


For your copy circle No. 360 on the 
Reader's Service Card inside back cover. 


222 EAST OHIO STREET 
INDIANAPOLIS, INDIANA 


LABEL SHOP 
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TOUR COMPLIMENTARY COPY 


| Record News 


LATEST RECORD LISTINGS 


Top Artists Sock Over Hits 
From Porter's ‘Can-Can’ 


Record News 
Clow Seagy Renard 


DIRECT ADVERTISING 


EFFECTIVE PROMOTION 


. through external house organs 


Capitol Records uses three external 
house organs to help promote its 
records. While doing an effective 
promotion job, the publications 
come close to paying their own 
way. 


Coorainating three house organs 
into its over-all merchandising op- 
eration, Capitol Records (Holly- 
wood) is getting strong sales promo- 
tional support from the publications 
—and they come close to paying their 
own way on a cost basis. 

The most ambitious of the three is 
Music Views, a 32-page, 4x6” maga- 
zine, printed in two colors. Lavishly 
illustrated, it could pass for a maga- 
zine of general circulation, and has 
a circulation of close to 300,000 
monthly. 

Distribution is through music 
stores selling records. It is given to 
customers, but the dealer pays 3¢ per 
copy. This revenue, plus the average 
of four pages of advertising, charged 
to the advertising budget at a nomi- 
nal rate, brings Music Views close to 
a break-even point in cost. 


> Music Views was established by 
Glen Wallichs, now president of 
Capitol Records, just six months 


after the company was founded 10 
years ago. He is responsible for the 
unchanged editorial policy that has 
kept Music Views successful and now 
unchallenged by the publication of 
any other record company. 

The editorial policy is unique. 
Since dealers want to sell all the 
records they can, not just Capitol 
records, Music Views is designed to 
enlist their support by covering the 
whole record field. Thus it is not 
unusual to run a cover featuring an 
artist and a record of a competitor. 

Similarly, inside the book, sub- 
stantial space in pictures and copy 
is given to artists and records of 
competing companies. Capitol gets 
in the plugs it wants, but the sugar- 
coating of general news about rec- 
ords and the artists who make them, 
makes the magazine authentic and of 
general interest. 

As a result, Music Views enjoy: 
the position of being an eager), 
sought publicity outlet by its com- 
petitors. 


> At various times, all the major rec- 
ord companies have published similar 
house organs, and lavished money on 
them. “But,” says Lloyd Dunn, vice- 
president in charge of Capitol’s mer- 
chandising department, “they have 
failed because they have been 
straight ‘pitch’ and sales promotion 


for their labels only.” He says this 
is the reason these publications could 
not gain the trade support and cre- 
ate general interest, as has Music 
Views by its objective approach to 
helping the dealer make record sales. 
The dealer doesn’t care whose rec- 
ords he sells, just so long as he 
sells records. 

Music Views has these assign- 
ments: 
1. To provide controlled publicity 
which reaches an automatic audi- 
ence ranging from 250,000 to 300,000 
record buyers. 
2. Establish good artist relations. 
The controlled publicity is effective 
in satisfying artists that their records 
are being promoted. 
3. Help generate interest in new 
artists. The publicity does encour- 
age record buyers to listen to their 
records in the music shop—and some 
will buy. Too, the next time the 
artist makes a record he is not un- 
known to record buyers. 
4. Editorially, it is possible to say 
things which wouldn’t get much at- 
tention in an ad, and what is said 
is sugar-coated to gain interest and 
attention. 
5. Publicity can be timed and co- 
ordinated to advertising and sales, 
so interest generated in a record can 
be turned into sales. 
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We'll put any 

quantity of your cata- 

logs between hard covers for special 

customers. Impressive and a wonder- 

ful promotion idea! Ask for estimates 

and for your free copy of our book 
“Impositions.” 


Call ca 6-3415 


PUBLISHERS 


BOOK BINDERY, INC. 
148 LAFAYETTE ST. NEW YORK 13, N.Y. 





. for more details circle 453, page 109 





Your List of Names 
imprinted by Linopress on 
monthly blotters or other 
direct mail material furn- 
ished by you. We can set 
and store your names. 


Ask for samples and prices. 


THE DESKFINDER CO. 
P. ©. BOX 337, COSTA MESA, CALIF. 








MAKE ‘EM LAUGH! 


Friendly prospects buy quicker. Make 
yours laugh with the “Let’s Have Better 
Mottoes” monthly mailings. Unusual— 
effective—economical—exclusive. Write 
for details on your business letterhead. 


FREDERICK E. GYMER 
2121 E. 9th St. Cleveland 15, Ohio 





>The second general circulation 
magazine is Record News, estab- 
lished about two years ago. This is 
an 11x15”, four-page publication, 
published quarterly in newspaper 
format. The average circulation is 
250,000. Copies are sold to dealers 
at about cost, 75¢ per 100. In format, 
the first page carries features and 
news of Capitol records and artists. 
The other three pages are a current 
catalog of the company’s records. 

This publication is used to get out 
a current catalog quickly and 
cheaply. With an average release of 
50 records monthly, this is an im- 
portant job. To make it a catalog 
record buyers will use for reference, 
records are listed under such head- 
ings as “Top Ten,” “Listening Music,” 
“Music For Dancing,” “Solo Instru- 
mental Music,” “Shows and Motion 
Pictures,” etc. 

The Record News catalog is also 
effective in keeping standard tunes 
alive, and accomplishes to a lesser 
degree—because of space limitations 
—the same objectives assigned Music 
Views. 


>The third publication has the 
smallest circulation, but it is con- 
sidered most important. It is Capitol 
Record, issued “as a service to disc 
jockeys and reviewers.” Circulation 
is about 3,000. Record, established 
in 1950, is a four-page, 63%4 x 81” 
publication issued twice monthly. 
The importance of reaching disc 
jockeys lies in the fact people do 
not buy records by labels or artists. 
Records are bought when they are 
heard and liked. Thus, the objective 
is to get disc jockeys to play Capitol 
records on the air so they can be 
heard. Juke boxes are also an essen- 
tial outlet to get records played. 
Record is designed to tell about 
new records and provide the disc 
jockey with comments about them 
that make the disc jockey sound 
authoritative and “in the know.” 
News notes and current doings of 
record stars also are included in the 
publication for the same reason. 


> Single recordings of popular songs 
are made or broken by disc jockeys. 


>It’s hard to predict hit records. 
So when a popular tune shows signs 
of being a hit, all three publications 
swing into action in order to garner 
potential sales before some new tune 
supplants it. 

While the popular tune part of 
the record business is subject to such 
wide fluctuations—occasionally a 
company can go weeks or months 
without a hit—album sales, though 
less spectacular, manage to account 
for about 50% of total record sales. 

A good album will sell steadily 
over a period of years. For this 
reason, Record News and Music 
Views give continuing attention to 
album promotion. This, and Capitol’s 
over-all plugging of albums has paid 
off, in the opinion of Mr. Dunn, who 
points to a recent tabulation of the 
10 top selling albums, which showed 
five were Capitol albums. 


>Capitol’s three publications are 
under direction of Robert Johnson, 
director of publicity and publica- 
tions. Three people work under his 
supervision, a secretary and two 
editors. All four work on Music 
Views; Merrilyn Hammond is editor 
of Capitol Record; William Olofson 
is editor of Record News. Mr. John- 
son reads copy for all publications. 

Most of the stories and material 
used are staff written, but some out- 
side material is used. Mostly, out- 
side material consists of cartoons or 
reprints from other magazines, when 
the subject is pertinent to the record 
industry. 

A limited number of writers con- 
tribute, usually on assignment. For 
example, Jim Walsh, who is an au- 
thority on record industry history 
and the background of individual 
records, is called upon for such ma- 
terial. Others cover records in mo- 
tion pictures. Richard Armour con- 
tributes verse frequently. 

A substantial source of news re- 
sults from press releases of other 
record companies. Because of its 
general magazine format and_ its 
sizeable circulation, Music Views is 
an eagerly sought outlet. Upon oc- 
casion, when a particularly good 
photo is obtained, i.e., of Perry Como, 


Want a better Letterhead? 


Get your FREE copy of our useful new brochure 
“Letterhead Logic’’—just off the press. Then, turn 
to the check list used by experts to gauge letter- 
head efficiency. If it indicates room for improving 
your present letterhead, Hill’s 40 years of special- 
ized experience... producing the finest business 
stationery for hundreds of famous firms... is at 
your disposal. 


Learn how HILL craftsmanship can create a let- 


Thus the emphasis in Record is upon 
single records. Although there is a 
slight trend toward the playing of 
albums by disc jockeys, usually they 
play only single records from an 
album. 

This makes it difficult to get “ear” 


RCA (or whoever) is contacted and 
asked the title of his latest record. 
It has happened that the record com- 
pany concerned will ask the publica- 
tion date, and finding it okay, give 
Capitol advance news on a new 


terhead you'll be proud of ...one that truly reflects publicity for albums. This gap is recording. 

the character, personality and prestige of your : ’ ; 

_..- an ae 2 built-in} filled by Record News and Music > Music Views is printed letterpress, 
sales appeal...at prices much lower an you F , ; 

capes. ss Views, which plug hard for albums. for issuance the 15th of the month 
“Letterhead Logic,” containing impressive “big nail . } d : 3 

name” samples is free — without obligation — to Albums are basic to the record preceding the month of issue date. 


users of 5,000 or more letterheads a year. Simply 
jot down, on your present letterhead, the quantity 
your firm uses and mail to HILL now. Write: 
R.O.H. HILL, INC. 270 AR Lafayette Street 
New York 12, N. Y. 


business because, despite the fact 
they get minimum on-the-air atten- 
tion, they are the stabilizing factor 
in the up and down record business. 


Thus, the August issue is mailed by 
July 15. Working backward, final 
page proofs had been okayed ap- 
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proofs had been received about one 
week after galley paste-up. 

Deadline time is much shorter 
on Capitol Record, which is issued 
semi-monthly. It is done offset, with 
type set and pasted up by Capitol 
Records, wh‘ch sends the paste-up, 
with Velox , rints, to the printer one 
day and has it sent back the next. 

Record News, which was recently 
changed from a monthly to a quar- 
terly, is printed letterpress and 
works on about the same production 
schedule as Music Views. 


> Distribution of the three publica- 
tions varies. Music Views has a 
combined paid circulation and free 
list of some 7,000. These are mailed 
individually by the printer, who also 
mails copies in bulk to record deal- 
ers. The copies are not imprinted, 
but many dealers put their stamp 
on them. Dealer distribution is by 
means of mailing lists, with state- 
ments, and pick-up in the store. 

Record News does not have a sub- 
scription list, and all copies are sent 
to dealers in bulk. Distribution is 
the same as used for Music Views. 

Capitol Record is mailed by the 
company. All copies of the other two 
publications are ordered mostly in 
bulk, so keeping mailing lists clean 
is a minor problem. Not so for 
Record. There is a fairly constant 
turnover in personnel at radio and 
television stations. Experience has 
proved that best results are obtained 
by guaranteeing return postage for 
undeliverable copies, and addressing 
them by title —record librarian — 
rather than by name. New stations 
are added through notes from branch 
offices and by periodical reference 
to industry guides. 

It is believed that the three house 
organs have pulled their weight on 
the sales team, which in just 10 years 
has brought Capitol to third posi- 
tion in this extremely competitive 
and highly changeable industry. It 
is also felt the key to their successful 
use has been the complete integra- 
tion of the publications into the sales 
and advertising program. 44 


Best of ‘Best of Industry’ 
To Receive Special Awards 


Trophies in the form of miniature 
golf mail boxes will be presented to 
the 10 most outstanding direct mail 
campaigns submitted in the 1954 
“Best of Industry” contest sponsored 
by the Direct Mail Advertising Assn. 

The purpose of the gold mail box 
trophies is to give special recognition 
to 10 of the approximately 60 win- 
ners in the various classifications of 
the “Best of Industry” contest, ac- 
cording to Lawrence G. Chait, 
DMAA president. 


Best of the Best . . . Because some win- 
ning entries stand ‘‘head and shoulders’’ 
above the others, the Direct Mail Adver- 
tising Assn. will award trophies of minia- 
ture gold mail boxes to the 10 most out- 
standing direct mail campaigns submitted 
in its 1954 ‘’Best of Industry’’ contest. 
John Plank, vice-president, Howard Swink 
Advertising Agency Inc., is chairman of 
the 1954 contest, which has recently got 
under way. 


Each miniature gold mail box will 
have the winner’s name engraved on 
the base. The 1954 DMAA contest is 
now getting under way, with John 
Plank, vice-president, Howard 
Swink Advertising Agency Inc., as 
chairman. Information on the “Best 
of Industry” contest and the gold 
mail box awards may be obtained 
from DMAA headquarters, 381 
Fourth Ave., New York 16. 44 


Hobson Miller Develops 
New Single Unit Mailer 


A unique single sheet combination 
self-mailer and return reply unit has 
been developed by Hobson Miller 
Paper Co. Inc. (New York). Called 
the “Zip-a-lope,” the unit is basically 
an 81x11” sheet with two perfora- 
tions and three gummed flaps. 

Built-in Zip-a-lope features elim- 
inate separate outer envelope, letter 
and reply envelope. All printing can 
thus be handled in one operation and 
stuffing is eliminated. 

For initial mailing, the Zip-a-lope 
is folded with two simple parallel 
folds by machine or by hand. Since 
these are normal letter folds, they 
can be made on any standard fold- 
ing machine. The self-mailer can be 
sealed by the usual methods. 


> When opened by the recipient, the 
unit becomes a standard 812x11” let- 
ter or flyer. He can convert it into 
a return unit by simply ripping two 
perforated strips on each side. These 





JUST ASK FOR MARIE.. 
Call WAbash 2-8655! 


Let Marie handle your complete 
mailings — inchiding addressographing, 
addressing, multigraphing, fill-in on 
multigraphed Setters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the 
detail work. 


Direct Mail has been our business for 
25 years. We pick up your rush copy, 
give quick service, do accurate work 
and guarantee prompt delivery. 


x Leller Stop Su 


431 S. Dearborn St. + Chicago 5, Iilinois 
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SEND YOUR CATALOG. 


AND 1°' CLASS LETTER 
TOGETHER IN 


Dyn 


@ Envelope compartment is integral 
construction... not pasted on... 
can't snag or pull loose. 


@ Safety Signal Flap exclusive with 
Du-Plex warns not to overlook 
letter on face. 





@ Write for Du-Plex samples and 
prices... No obligation! 


wUZs 


ONVELOPE CORPORATION 
CLL aA alco ee 
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perforations “swing out” to the pa- 
per edge 3” from the bottom of the 
sheet, leaving two gummed flaps. 

The Zip-a-lope is then refolded 
and converted into a return envelope 
by sealing the two side flaps. A “top” 
flap, which is a gummed strip run- 
ning along the bottom of the original 
mailer, is then folded and sealed to 
complete the return unit. Because 
this conversion makes an envelope, 
enclosures such as checks or money 
can be inserted. 

The Zip-a-lope is printed on 60 lb. 
Nekoosa-Edwards Offset. In its ba- 
sic form, only instructions for con- 
version to a return envelope are 
printed on the sheet. These instruc- 
tions are in red. A pastel yellow ad- 
hesive is used to give a two-color 
“bonus” to users. 


> Zip-a-lope sheets are available in 
sizes for printing one, two, four and 
eight-up. Prices range from $11 per 
thousand in one-thousand quantities 
to $7 per thousand in million quanti- 
ties, with trade discounts allowed. 
The Zip-a-lope has been fully ap- 
proved by the Post Office Depart- 
ment. 

Samples and additional details are 
available. 


For your copy circle No. 361 on the 
Reader's Service Card inside back cover. 


Schneidereith Offers 
Tuck-Up Calendars 


A unique, patented calendar, with 
pages which “tuck away,” is de- 
scribed and illustrated in new litera- 
ture available from Schneidereith 
& Sons (Baltimore). The Schnei- 
dereith Tuck-Up calendar measures 
914x16” open. It is plastic bound to 
fold to 8x91”. 

Pages of the calendar are printed 
in two colors on heavy vellum board. 
Each page tucks under a flap at the 
top of the calendar at the end of the 
month. On the reverse side of each 
page, exposed when tucked under 
the top flap, are easy-to-read calen- 
dars of the preceding and succeed- 
ing months. 

The calendar is designed primarily 
for executive use. The use of high 
quality stock and distinctive typog- 
raphy gives it a dignified appearance. 

Covers on the calendar, which are 
seen when folded for presentation, 
are used for advertising or holiday 
greeting messages. The calendars are 
individually boxed. Prices range 
from $1.15 each in 250 quantities to 
72¢ in 5,000 quantities. 

Literature describing the Tuck-Up 
calendar is available from Schnei- 
dereith. 


For your copy circle No. 362 on the 
Reader’s Service Card inside back cover. 
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| Didn’t Order a Truck Load of Gloves! 

. That was the reaction of major in- 
dustrial glove distributors when they re- 
ceived a wire from Pioneer Rubber Co. 
(Willard, O.) informing them a ‘‘truck 
load’’ of Pioneer’s new Stanflex gloves 
would reach them shortly. Before the dis- 
tributors could find out ‘“who placed the 
order,”’ they received a toy truck like the 
One pictured abcve containing sample 
pairs of Pioneer's new work glove. A 
pop-up announcement folder and new 
catalog sheet were included in the ‘‘ship- 
ment,’’ which was followed up by a gen- 
eral mailing. The surprise shipment idea 
Originated with J. B. Bowman, Pioneer's 
general sales manager. . 


Coming Conventions 


AUGUST 

1-4 Nat’! Audio-Visual Assn. — Conven- 
tion and Trade Show — Conrad 
Hilton Hotel — Chicago 

8-11 International Printers Supply Sales- 


men’s Guild — Bellevue - Stratford 
Hotel — Philadelphia 

30-Sept. 3 Photographers’ Assn. of America - 
Conrad Hilton — Chicago 


SEPTEMBER 
9-11 Nat'l Paper Assn.—Conrad Hilton—- 
Chicago 
18-21 Advertising Specialty National Assn 
Annual Specialty Fair — Palmer 
House — Chicago 
20-23 Premium Advertising Assn. of Amer- 


ica—New York Premium Show— 
Hotel Astor—New York City 
22-25 Nat'l Assn. of Photo-Lithographers 
—22nd annual convention and 
exhibit—Hotel Statler—New York 


26-29 Life Insurance Advertisers Assn. — 
Sheraton-Gibson Hotel — Cincin- 
nati 

OCTOBER 

5-9 Photographic Society of America — 
Chicago 

9-12 Mail Advertising Service Assn. — 


Hotel Statler — Boston 


11-13 American Photoengravers Assn 
Hotel Jefferson—St. Louis 

13-15 Direct Mail Advertising Assn.—Hotel 
Statler—Boston 

21-22 Audit Bureau of Circulations—4O0th 
annual meeting — Drake Hotel — 
Chicago 

28-30 Advertising Typographers Assn. of 


America Inc.—Miami Beach, Fla. 
28-Nov. 1 Int'l Assn. of Electrotypers & Stereo- 
typers Inc.— The Greenbrier — 
White Sulphur Springs, W. Va. 
31-Nov. 2 Screen Process Printing Assn.—An- 
nual Convention—Hotel Jefferson 


—St. Louis 

NOVEMBER 

7-11 Outdoor Advertising Assn. of Ameri- 
ca Inc.—Commodore Hotel—New 
York City 

8-10 Assn. of National Advertisers, annual 
meeting—Hotel Plaza—New York 
City 





Promotion Man Develops 
‘World's Handiest Blotter’ 


Give one man a pencil and a piece 
of paper and he will doodle. Equip 
another man in the same manner and 
he will come up with a promotion 
gimmick. Irving Levy af Irving Levy 
Productions (New York) has com- 
bined both abilities into a new pro- 
motion called “The World’s Handiest 
Blotter.” 

The Levy blotter is an imprint pro- 
motion with a 344x1%” space for any 
sales message or name and address. 
It is a standard sized 312x8'%” blotter 
printed in red and black on white 
Kromkote—but that’s where it stops 
being “standard.” 

“The World’s Handiest Blotter” is 
designed to equip the recipient for a 
ship wreck, a social, a fishing trip or 
a poker game. Among its features 
are: 

e A trimmed corner labeled “To 
clean your nails.” 

e A die-cut hole—“in case you ever 
have to trace a hole.” 

e A handy compass — “point arrow 
towards north and you'll know which 
way east, west and south is.” 

e Easy sun dial—“fold up corner, 
hold in sun, then look at nearest 
watch.” 

e How to fly a plane in one easy 
lesson. 

e A sketch showing how to win any 
argument—with judo. 

e A fisherman’s measure—‘‘so that 
you can exaggerate without really 
trying” (3%” equals 16”). 


>In a more practical vein are: 
e A list of odds for various poker 
hands in the first five cards. 
e A U. S. map showing the four 
time zones. 

Samples and other details are 
available. 


For your copy circle No. 363 on the 
Reader's Service Card inside back cover 


Engraved Letterhead 
Sample Kit Offered 


A “tailor-made” kit of engraved 
letterheads is offered AR readers by 
Woodbury & Co. (Worcester, Mass.). 
Each kit is loose leaf and will be 
made up of Woodbury letterhead de- 
signs created for businesses similar 
to that of each reader requesting a 
portfolio. 

Woodbury’s letterheads are pro- 
duced by a special photogravure 
process. The raised letters are de- 
signed to create an impression of 
high quality. Most of the samples to 
be included in the kits contain spe- 
cial illustrations designed by the 
Woodbury staff. 


For your copy circle No. 364 on the 
Reader's Service Card inside back cover 





Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 


Help Wanted 


DECALCOMANIA SALESMEN 


Leading manufacturer of decals wants sales 
representation in Denver territory as well as 
Atlanta, Los Angeles, San Francisco, Seattle. 
Unusual opportunity to become affiliated with 
progressive, long established, top quality 
firm. Experience helpful, but not essential. If 
interested, send details in resume. Salary or 
straight commission basis: 

BOX 7, c/o Advertising Requirements 


200 E. Illinois St., Chicago 11, Hl. 
Office Equipment 


New ER. 5x. TRAVELING RACK 


Ten Hook-On Trays speea up 
printing, mimeographing, sort- 
ing, inserting . . . keep things 
moving in the mail room. 
Write for folder. 


261 Mill Street All-Purpose Metal Equipment Corp. 


Rochester 14, New York 
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Stereo Slides 


iT ae wa id 


“Stereo-Realist’’ type color slides 
duplicated and mounted, Each 75c 
Two or more same originals, Each 60c 
2x2 color slide duplicates, Each 30c 
Write for complete price list 


HEADLINER PRODUCTS 
P.O. Box 602 @ KANSAS CITY 41, MO. 
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Photo-Cropper 





Saves valuable TIME = <2! size 
The Photo-Cropper is a practical, simple solution to 
cropping and proportioning. It is designed for every- 
day use by the artist, editor, production man, ad- 
vertising manager, copywriter, photographer, printer 
and lithographer 

NO MOVING PARTS — Easy to use, this efficient 
tool saves hours of time, produces accurate cropping, 
eliminates guesswork in centering and aligning sub- 
ject matter 

NOTHING TO WEAR OUT — Printed in brilliant 
colors on transparent Vinylite with plastic inks, which 
are fused into the Vinyl sheet to insure many years 
of service 


Send for yours today...only $3.00 


PHOTO -CROPPE 


SS et Cela 
Bay Village, Ohio 


1440 Advertising Managers 
requested further information 
about products or services men- 
tioned editorially in a_ recent 
issue of AR. 


Avid Readership 
Avid Response 


Display Supplies 


IMMEDIATE DELIVERY 


From Stock .. . 


. 
Plexiglas 
@ .060 thru 3.000. 
@ Clear and Colors. 
@ Stock and Custom Cut Sizes. 
e 
Vinylite 
@ .010 thru .125—Sizes 20 x 50—21 x 51 


@ Rigid and Flexible. 
@ Clear—Matte—Colors. 


Cellulose Acetate 


@ Clear—Matte—Colors. 
@ Sizes 20 x 50—25 x 40-40 x 50. 
@ And Sheets Cut to Any Size. 


PRICES THAT ARE RIGHT! 
Telephone Dickens 2-2616 


TRANSILWRAP COMPANY 


2814 Fullerton Avenue Chicago 47, Ill. 


1647-49 Henvis Street 


EASTERN DIVISION Philadelphia 40, Penn. 
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Scrap Books 


LOOSE-LEAF SCRAP BOOKS 


FULL 
18° x 24° SIZE 


TOP-QUALITY 


ONLY $ 50 


EACH 


@ OR MORE 


For “pasting-in” ads—or important docu 

ments. Made of high grade heavy stock 3 

sheets (100 pages)—with screw posts for extension. Cover of dur 
able Fasaixoid. Used by many large corporations. Sample book $5.00 


FOB Boltmore 2% Ten Doys Net Therty Doys 


INTERNATIONAL SALES COMPANY 


rer eae ee rte Dep [J] Boltimore 2, Maryland 
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Maps 


Printed to order in 

all sizes, choose from 
thousands of available 
up-to-date stock plates 


BF Ta hatioke nto 


eae ee Be 
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Typographers 


Why it pays 


TO HAVE IT set? 


A HANDY PAMPHLET of before-and- 
after ads to take out with you when 
JAY P making thatcall. It’s yours if asked 


WALK advertising typography 


41 E. HUBBARD, CHICAGO 11 @ MOhawk 4-6134 
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DEALER HELP MATS 
@ NEWSPAPER ADVERTISING MATS 
e CUTS 
Quality @ STEREOS 
Service 


Dependability 


HArrison 7-1564 


727 S. Dearborn Chicago 


MONARCH 


MATRIX & STEREOTYPE 
Co., INC. 
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Display Letters 


ABDEFG 
Vera ae 


HERNARD’S Style of the Month: LYDIAN 


One of 23 new styles of 3-D Display Letters. Sizes 

from 34” to 6” stocked for immediate shipment. 

Also letters, trademarks, logos to specifications. 
FREE—samples & catalog. 


HERNARD MANUFACTURING CO., INC. 
923-R Old Nepperhan Ave. Yonkers, N. Y. 
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Color Reprints 


BRILLIANT/ {)\ ACCURATE/ LOW IN COST/ 


Need 100 to 10,000 natural color 
prints from Kodachrome or art 
copy? Write GEM for samples and 
AMAZING LOW PRICES. Low quo- 
tations, too, on full color brochures, 
mailers, post cords. 


. for more details circle 415, page 109 


Advertising Specialties 


GIFTS and specialties for all 
purposes: Calpad— 
Roulette Ashtray—DesCaddy—Steak 
Sets—PopUp Memo—Tool Kit. Write 


for catalog. 
ELK SUPPLY CO., Buffalo 24, N. Y. 


. for more details circle 399, page 109 
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; CD93 advertisers 
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Readers 


The “key number” preceding the name of — Advertiser Page 
each advertiser listed below corresponds to a SUCRRECOCOREROGORERREROGRROROGEOOSOREGEOEOOOOGCRERGREROREGROREECEGROGRORDGORGRGRORGREERReReeeeeeeeeeeeeetee 
number on the Readers’ Service cards on the 422 Hamilton Metal Products Co........ 30 
following insert pages. If you desire additional 423 Hamilton Metal Products Co. = 
. . : . 424 Hamilton Metal Products Co. 
information concerning the products or services iain cn 107 
offered by any AR advertiser, all you need do 419 Hankscraft Company, The 82 
. . ‘ . 420 Headliner Products . 107 
is to circle the number on the Readers Service 421 Hernard Mig. Co., Inc.. 107 
card corresponding to the number shown in the 483 Hill, Inc., R. O. H. 104 
index. The same numbers appear at the bottom 418 Hollywood Banners 83 
of the advertisements, themselves. 425 International Color Gravure, Inc. 1 

427 International Sales Company oe 107 
CRCREERREERREREEERERERRCERRRERRORCRECCEERCCRRECROERRCEOCECCERECEREEROCRERRCRRRERCRERRRRRReReeeeeeeeeeeeeeeS 426 Intertype Corporation : Inside Front Cover 
a iii pen 429 J. J. K. Copy-Art Photographers 66 
Wumsber 430 Kaufmann Mat & Stereotype Co., The 99 
COCUCERERORERREREOROREREEERECEROEOROERERCOREOREORRREOGORROEORROREGRGRRReeOREReReRteeeREeeeeeeeeeeeeeneeesS 431 Kleen-Stik Products, Inc. : 12 
374 Acme Gravure Services Inc. . 37 432 Komisarow Studios, Don...... 66 
485 Advertising Trades Institute, Inc. 100 433 Kurshan & Lang Color Service 67 
370 All-Purpose Metal Equipment Corp. 107 
371 Animated Cartooning School of America alc = si ow a 4 Co. ‘oa 
372 Arvey Corporation Back Cover a a oo 
373 Avery Adhesive Label Corp. 51 437 Major Photo Co.... 64 
; : 409 Mat-Stereotype Service 102 
a ae Seles Galena . 438 McGrath and Associates, Thomas F. 102 
379 Belford Co., Inc. 36 a ee trix & S Co. I B . 
376 Bertsch & Cooper, Inc. 7 ee See eee Sh. SHE. 
: 442 Monsanto Chemical Company 53-56 
380 Black Box Photo & Collotype Studio, Inc. 63 Sk itcnennad ieee 72 
381 Brown & Bro., Arthur 79 441 Mulson tty 64 
382 Buffalo Photo Company 39 
Bundscho, Inc., J. M. 42,75 443 Nashua Corporation . 50 
383 Burgess Cellulose Company 101 ~ Naz-Dar Company 5 
384 Burrelle’s Press Clipping Bureau 30 444 Nelson Associates Inc. 85 
387 Campbell Company, W. E. 33 445 Neon Products, Inc. se 4 
388 Capex Prefab Exhibits... 90 446 Ohio Advertising Display Co. 71 
a a a yo a 447 Oxford Paper Co. Inside Back Cover 
icago Cardboard Company 
390 Chicago Offset Printing Company 36 454 Paper-Mate Eastern, Inc. 29 
Collins, Miller & Hutchings, Inc. 96 455 Park Cement & Chemical Co. 64 
385 Colourpicture Publishers, Inc. 37 484 Photo-Cropper 107 
386 Colwell Litho Products, Inc. 44 448 Pioneer Rubber Company, The 32 
394 Consolite : 11 449 Plastic Service Company 85 
391 Craftint Manufacturing Co., The 2 450 Pontiac Engraving and Electrotype Co. 10 
392 Crocker Co., Inc., H. S. 38 451 Porcelain Enamel Finishers 71 
393 Crocker Co., Inc., H. S. 44 453 Publishers Book Bindery, Inc. 104 
37 tis P 94 
+ nee Sues Say 457 Rapid Copy Service, Inc...... 64 
Deskfinder Company, The 104 456 RCA Victor Custom Record Sales 28 
397 Dexter . 38 458 Reilly Electrotype Company 14 
395 Dot Engravers, Inc. 100 ; . 
412 Du-Plex Onvelope Corporation 105 = Service Bindery Co., Inc. 39 
482 Du Val Laboratories 66 461 Shorecolor, Inc. ons — 42 
396 Durable Rubber Products Co. 84 462 a ae ; a 
' : i inding Co., Inc. 
402 Dwan’s Home Canning Co. 28 0 Sees Dance Campane, The 93 
Eastman Kodak Company 65 464 Speer Giftvertising, Stan 32 
400 Einson-Freeman Co., Inc. 8-9 465 Switzer Bros., Inc. 41 
399 Elk Supply Co. ; 107 , 
cae 468 Teich, Curt 45 
401 Eureka Specialty Printing Company 4 SP eemtter Genpecution 44 
404 Ferber Pen Corp. 30 466 Transilwrap Co. 107 
405 Ferber Pen Corp. 34 
ian Sel & een, Hare 85 469 Underwood & Underwood 66 
407 Filmack Studios 79 470 Union Rubber & Asbestos Co. 67 
428 Filmotype Corp. .. 6 471 Verit Cc 
403 Flambeau Plastics Corp. 34 472 Virkotype asada 
408 Frankl Color Laboratories 66 473 Volk, Jr. Art Studio, Harry 66 
411 Gair Company, Inc., Robert 49 474 Walk Pp 
413 General Outdoor Advertising Co. 71 475 Sues eas S.D = 
414 Gilbert Paper Company 13 476 Warwick Typographers, Inc. 75 
410 Gibraltar Corrugated Paper Co. 86 477 Weinman Brothers, Inc 30 
452 Gold and Associates, Sam 27 478 Wilson-Jones Pate = 
; ; Ff pany 24 
an coke oe of Milwaukee, Inc. 7 479 Wilson Memindex Co. 33 
Gymer, Frederick E. 104 480 Yorkolor Process 


40 
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301/Circle on Readers’ Service Card 
How To Attract Prospects to Your Booth 
«- + booklet by Clapp & Poliak gives prac- 
tical suggestions for promotions 
designed to attract visitors to the exhibit and 
to pre-condition them for the sales story pre- 
sented. (Page 87) 
Christmas Gifts 


- - . the items listed below are described in 
im the article on business Christmas 


(Page 30) 


Service Card 
Deluxe Grilled Ash Receiver 


304/Circle on Readers’ Service Card 
Travel-Light Cocktail Kit 


305/Circle on Readers’ Service Card 
Garden Guild 


306/Circle on Readers’ Service Card 
Picture Pen 


307/Circle on Readers’ Service Card 
Old-Fashioned Cheeses 


308/Circle on Readers’ Service Card 
Natural-Color 


308/Circle on Readers’ Service Card 
Bear Paper Weight 


310/Circle on Readers’ Service Card 
Spenges for the Home 

311/Circle on Readers’ Service Card 
Brief Pak 


312/Circle on Readers’ Service Card 
Fruit-of-the-Month 


a Adwertising 


Requirements 


%& Send for these helpful selling tools 


324/Circle on Readers’ Service Card 
Cigaret Box Lighter 


325/Circle on Readers’ Service Card 
Glass Christmas Cards 


326/Circle on Readers’ Service Card 
Gold Stapler 


Displaymaster, a presentation 
that can be used flat or at 30 or 60 degree 
angle. (Page 60) 


Picture Postcards 

... details and samples of picture postcards 
for advertising purposes are available from 
the following specialists: (Page 35) 


328/Circle on Readers’ Service Card 
Clarisse of Hannau 


329/Circle on Readers’ Service Card 
Colourpicture Publishers 


330/Circle on Readers’ Service Card 
H. &. Crocker Co. Inc. 


331/Circle on Readers’ Service Card 
Curt Teich & Co. Inc. 


332/Circle on Readers’ Service Card 
Dexter Press 


333/Circle on Readers’ Service Card 
Harrison Art Press 


$34/Circle on Readers’ Service Card 
J. J. K. Copy-Art Photographers 


335/Circle on Readers’ Service Card 
Koppel Color 


336/Circle on Readers’ Service Card 
Moss Photo Service 


337/Circle on Readers’ Service Card 
Nelson & Associates 


338/Circle on Readers’ Service Card 
Thomas B. Noble Associates 


339/Circle on Readers’ Service Card 
Sherwood Press 


$40/Circle on Readers’ Service Card 
Steelograph Co. 


341/Circle on Readers’ Service Card 
Transcolor Corp. 


$42/Circle on Readers’ Service Card 


® Please print or type information below 
ON i aia ca OS ee Ts 


—_ 


DO isda tciecialateliieatlinieiar melt Sila, 


| * Please send me the 
tems Men’ 


302 303 304 305 306 307 308 309 310 311 312 313 314 315 316 317 318 319 


Cote 


1 Peni 
STOUT: 


321 322 323 324 325 326 327 328 329 330 331 332 333 334 335 336 337 338 
341 342 343 344 345 346 347 348 349 350 351 352 353 354 355 356 357 
| 361 362 363 364 365 

More Details from AR Advertisers 370 371 372 373 374 375 376 377 
381 382 383 384 385 386 387 388 389 390 391 392 393 394 395 396 397 
401 402 403 404 405 406 407 408 409 410 411 412 413 414 415 416 417 41 
421 422 423 424 425 426 427 428 429 430 431 432 433 434 435 436 437 43 
441 442 443 444 445 446 447 448 449 450 451 452 453 454 455 456 457 


461 462 463 464 465 466 467 468 469 470 471 472 473 474 475 476 477 478 
481 482 483 484 485 


$13/Circle on Readers’ Service Card l 
Expaditer 


314/Circle or Readers’ Service Card 
Swiss Army Enife 


3 
3 


315/Circle on Readers’ Service Card 


1 
Plastic Embedded Cigaret Lighter 


316/Circle on Readers’ Service Card 
Auto Compass 


317/Circle on Readers’ Service Card 
Man’s Manicure Set 


* Note: Inquiries for items listed not serviced beyond November 15, 1954. 
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318/Circle on Readers’ Service Card 
Spot Remover Bar 
Postage 
Will be Paid 
by 
Addressce 


319/Cirele on Readers’ Service Card 
Book Club Membership 


$20/Circle on Readers’ Service Card 
Executive Gift Clock Radio 


321/Circle on Readers’ Service Card 
The League of Rations 


BUSINESS REPLY CARD 


$22/Circle on Readers’ Service Card First Class Permit No. 95, Sec. 34.9, P. L. & R., Chicago, I. 


Chop‘n, Slice’n, Serve Block 


323/Circle on Readers’ Service Card 


Globe and Atlas Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 
200 East illinois St., 
Chicago 11, Ill. 


Use these return cards 
for publications 
mentioned on this page 
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Requirements 


% Send for these helpful selling tools 


343/Circle on Readers’ Service Card 
New Labeling Machine 
. . . literature describes mage- 
zine labeling machine. (Page 48) 


944/Circle on Readers’ Service Card 
Why Use Tags 

. booklet lists eight ways an informative 
label can help sell products. (Page 48) 


345/Circle on Reader's Service Card 
Spray-On Plastic Coating 

. details of new plastic coating that 
sprays on, peels off. (Page 48) 


346/Circle on Readers’ Service Card 
Plastic Tubes for Packaging 

. « « folder describes uses of plasdc vials 
and tubes for packaging. (Page 50) 


347/Circle on Readers’ Service Card 
Plastic Utility Bottles 

. . « brochure describes and illustrates un- 
breakable plastic bottles from one pint to 
two gallon capacities. (Page 52) 


348/Circle on Readers’ Service Card 
Shock Absorbent Liners 
. brochure catalog shows protective pack- 
aging materials for ceramics, flower boxes, 
‘ (Page 52) 
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349/Circle on Readers’ Service Card 
Cellophan» Selector 

. . » guide helps select cellophane for pack- 
aging various items. (Page 52) 


350/Circle on Readers’ Service Card 

Over-the-Shoulder Projector 

. . » folder gives details on 7x7” projector, 

ncluding prices of equipment and supplies. 
(Page 60) 


351/Circle on Readers’ Service Card 
Animated TV Slides 

. . folder gives details of special system for 
producing animation on tv slides on either 
16mm or 35mm film. (Page 80) 


352/Circle on Readers’ Service Card 
Plastic Flasher Light 

. .. Circular gives details on flasher light for 
illuminating displays. (Page 83) 


353/Circle on Readers’ Service Card 
“Eyebeam” Displays 

. brochure describes new method of 
mounting rigid display pieces without addi- 
tional backing. (Page 85) 


Postage 
Will be Paid 


First Class Permit No. 95, Sec. 34.8, P. L. & R., Chicago, Il 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 


Chicago 11, lll. 


1 


354/Circle on Readers’ Service Card 
Complete Display Plan 

. « » details are available on convention 
package that includes attention-getting de- 
vices from display units to film. (Page 89) 


355/Circle on Readers’ Service Card 
Flexible Display Building 

- -» details are offered on “Moduline” com- 
ponents, including legs, bars, shelves, etc., 
for versatility in creating displays. 

(Page 89) 
356/Circle on Readers’ Service Card 
Photo Murals 
+.» portfolio Mlustrates uses of photo murals 
and includes catalog of 100 different stock 
subjecis available. (Page 90) 


357/Circle on Readers’ Service Card 
Samples of Mimeo Bond 

- Mead Sales Co. offers a portfolio with a 
dozen sheets of its high-grade mimeo stock 
in white and colors. (Page 95) 


358/Circle on Readers’ Service Card 

Bourges Process 

- booklet contains examples and descrip- 

tion of Bourges process from layout and 

— and white to all types of color sepa- 
(Page 99) 


359/Circle on Readers’ Service Card 
Offset Plate Cleaner 

- details on its new liquid for cleaning 
direct image and pre-sensitized paper off- 
set plates while still on the press. 

(Page 102) 
360/Circle on Readers’ Service Card 
Doubletone Boards and Papers 
..- Craftint Mig. Co. offers a reference folder 
containing 15 sheets of product illustrations 
of its Doubletone boards and papers. 

(Page 102) 


361/Circle on Readers’ Service Card 
Single Unit Mailer 

- samples and details of Zip-c-lope, a sin- 
gle sheet combination self-mailer and return 
reply unit. (Page 105) 


362/Circle on Readers’ Service Card 
Tuck-Up Calendar 

. . » literature describes 94x16” calendar 
which foatures “tuck-away” pages. Used 
pages tuck under a flap at top showing 
easy-to-read calendars of previous and com- 
ing months on reverse side of tucked-away 
page. (Page 106) 


363/Circle on Readers’ Service Card 
“World's Handiest Blotter’ 

.-- samples and details are available on an 
imprint blotter that includes many amusing 
and some handy features. (Page 106) 


364/Circle on Readers’ Service Card 
Letterhead Sample Kit 


- Woodbury & Co. offers engraved letter- 
head kit tailored to specific types of busi- 
nesses. (Page 106) 


* Please print or type information below 
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* Please send me the following: 


Items Mentioned in Editorial Columns 

301 302 303 304 305 306 307 308 309 310 311 312 313 314 315 316 317 318 319 320 
321 322 323 324 325 326 327 328 329 330 331 332 333 334 335 336 337 338 339 340 
341 342 343 344 345 346 347 348 349 350 351 352 353 354 355 356 357 358 359 360 
361 362 363 364 365 


More Details from AR Advertisers 370 371 372 373 374 375 376 377 378 379 380 
381 382 383 384 385 386 387 388 389 390 391 392 393 394 395 396 397 398 399 400 
401 402 403 404 405 406 407 408 409 410 411 412 413 414 415 416 417 418 419 420 
421 422 423 424 425 426 427 428 429 430 431 432 433 434 435 436 437 438 439 440 
441 442 443 444 445 446 447 448 449 450 451 452 453 454 455 456 457 458 459 460 
461 462 463 464 465 466 467 468 469 470 471 472 473 4:4 475 476 477 478 479 480 
481 482 483 484 485 


* Note: Inquiries for items listed not serviced beyond November 15, 1954. 


365/Circle on Readers’ Service Card 
Visual Cast Opaque Projector 

- folder describes projectors which can 
project writing, drawings or transparent 
pictures on screen or wall. The machines 
work in a lighted room and require no spe- 
cial experience. (Page 11) 
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Use these return cards 
for publications 
mentioned on this page 





Paper helps her stay in style 


She—the American woman—invests more 
than 10 billion dollars a year for apparel. 
Often she starts her buying on the pages of 
smart, colorful fashion promotion. The fact 
that much of this salesmanship-on-paper ap- 
pears on Oxford quality papers is your assur- 
ance that Oxford grades can heighten your 
product’s appeal. Ask your Oxford Merchant 
to show you sales-proven examples. 


Get your copy of the new Oxford Paper Selector Chart—a 
time-saving master guide to the right grade for each pur- 
pose. Ask your nearby Oxford Merchant or write us direct. 


xford Papers 
dp Build Galles — 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, N.Y. © OXFORD MIAMI PAPER COMPANY, 35 East Wacker Drive, Chicago 1, lil. 


Mills at Rumford, Maine, and West Carrollton, Ohio 


. for more details circle 447, page 109 
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The Original. Weatherproof 
Outdoor Cardboatd Display 


hl 


Amazing IMPERVO converts ordinary cardboard 
pieces into weather-sealed, long-lasting OUT- 
DOOR displays. LIGHT WEIGHT cuts shipping 
costs, makes handling and installation easy. LOW 
COST permits mass impact, wide assortment and 
distribution—frequent changes of message. 
Arvey’s exclusive DUAL DISTRIBUTION is 
available from either or both of two identically 
equipped plants for serving a single locality or 
nationwide distribution. 


Why not exploit FREE POINT-OF-SALE LOCATIONS 
to tie in with your other media? Get details from your 
Lithographer or Display Broker today! 


Arvey CorPORATION 


Since 1905 ® PLANTS: 3462 N. Kimball Ave., Chicago 18 
300 Communipaw Ave., Jersey City 4 


+ « » for more details circle 372, page 109 





